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ADS LIKE THESE HELP YOU SELL THE CONTRACTOR 


PROTECT YOUR PROFIT 
FROM SQUEEZED BIDs! 


There is always somebody who will underbid you when you 
have nothing but price to offer. 

The prosperous contractor knows that the way to lift 
himself out of price competition is to talk maintenance saving 
and money saving features. Note how these features pop out in 


the items of Westinghouse Packaged Control illustrated here. 


Westinghouse Safety Switches 
SAVE DRESSING DOWN JAWS AND BLADES! 


The diamond pointed jaw and extended blade confine the 
arc to non-current carrying areas, leaving contact areas 
clean and free from beading. (Note the difference in the 
photos below.) 

One-piece copper construction, having fewer connect- 
ing points reduces heating. 

In 575 and 600 volt ratings, ‘‘De-ion’’ grids protect 
contact points—quench arcs immediately, prevent 
flashovers, prolong contact life. 


Westinghouse 
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TIMES 


and TRENDS 





NOVEMBER 


. 
Convention It was a serious-minded, studious, in- 
quiring crowd of wholesalers that assembled in Cincin- 
nati on October 16th for the semi-annual convention of 
the National Electrical Wholesalers Association. 

They neglected none of the routine matters of associ- 
ation activities and all of the commodity and operating 
committees carried forward their work with accustomed 
smoothness and effectiveness, but, sooner or later, the 
deliberations within the meeting rooms and conversa- 
tion everywhere else did inevitably drift into the new 
angles to old problems that the European war has un- 
covered. 

We were gratified to note that nowhere could be 
found genuine inclination to do much unjustified for- 
ward buying, to engage in a spree of speculative spend- 
ing or do precarious pyramiding of orders. Since no 
one would hazard a guess as to how far the current 
upward movement might carry prices and no one knew 
how long the European war may last, few seemed 
willing to follow the Will-o-the-Wisp of temporary 
speculative profits. 

To us, such restraint and caution exercised at a time 
when extra gain through speculative buying seems to 
beckon, augurs well for the future of the wholesaling 
industry. Speculation, the antithesis of stability, has no 
place in the operating formula of a wholesaler, where 
stability represents the first and indispensable requisite 
to successful and profitable functioning. 


© 


: 
Industrial Markets Not every wholesaler is lo-: 
cated where industrial buying can be the dominant 
factor, but there is some industrial business to be had 
in every territory, and many wholesalers fail to culti- 
vate that very important market. 
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Those who are now doing some industrial business 
but wish to expand, and others who may want to break 
into that field will find the just published “Industrial 
Market Data Handbook of the United States” ex- 
tremely valuable. 

It contains details of industrial production, number 
and type of factories, power consumption and other 
data, for each of the country’s 3070 counties, and gives 
the same information for every city with over 10,000 
population. 

There are 907 pages in this book, which may be ob- 
tained from the U. S. Bureau of Foreign and Domestic 
Commerce at Washington, D. C. The price is only 
$2.50 which is just about ten per cent of what it would 
cost if 'the facts it presents had been compiled by other 
than a government agency. 

3uy it and-use it and consider its extra value a 
refund on your federal taxes because your taxes helped 
to pay for its production. 
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Appliance Selling Out of the Golden West comes 


a report covering the sales of 300-odd dealers for the 
first 9 months of 1939. 

They sold 1,600 more refrigerators, 1,200 more 
washers, 1,300 more vacuum cleaners, 3,900 more ra- 
dios, 1,100 more fans than in the same period of 1938. 

Those are formidable increases, and the performance 
grows in significance to our readers when it is remem- 
bered that those sales were made by retail dealers and 
that therefore wholesalers sold such substantially larger 
quantities. 

It proves also that the appliance market is far from 
saturation, which means that a wholesaler who culti- 
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FOR HEAVY-DUTY appliances 
loads requiring polarized circuits — this Receptacle 


motor and heating 


has been newly developed in the DUPLEX Type. 
Rated 20 Amperes, 250 Volts, with 2-wire Polar- 
ized Plug. 


Receptacle has an all-Bakelite body, 1” deep; fits 


standard shallow wall box and takes standard duplex 


plate. Side-wired for easy access, with four big 


binding screws for heavy wire. Plaster ears standard. 


Plugs are all-Bakelite — 2-wire polarized — with 
metal Cord Grip. Plates are ordinarily of Bakelite, 
in the standard UNILINE design . 
ADEQUATE outlets for heavy-duty appliances by 


. . Provide these 


ordering the following Catalog numbers: 

7858 Receptacle, 20 Ampere Duplex, polarized, in 
brown Bakelite. 7859 Cap for same, in brown 
Bakelite. (Standard package, 30; carton, 10)... 
91101 Plate, brown Bakelite in UNILINE Design. 


SOLD THROUGH YOUR | AR ROW ELEGTRIG DIVISION. ELECTRICAL WHOLESALER 
WS «4. aeRow-HART & HEGEMAN ELECTRIC CO. HARTFORD. CONN i 
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ates good dealers can build up and maintain an appli- 
ince department even under today’s highly competitive 
mditions, if he will supply separate, capable and mer- 
handising-conscious management for it. 
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Count that day lost 
whose low descending sun 
_ gees prices shot to gory 
and business done for fu 
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. 
Prices Those wholesalers who have been getting hot 


ling 
and bothered about price increases may well mop their 
fevered brows and start settling down—that expected 
sky rocketing expedition apparently has been postponed. 

The widely used price index of the U. S. Department 
f Labor, which covers wholesale prices, actually 

dropped during the week ending October 14th by a 
slight margin, with only four of the ten major classifi- 
ations showing in creases. 

However, it so happens that in those four groups are 
included Metal anil Metal Products, Building Mate- 
rials and House Furnishing Goods which register price 
increases of 0.2, 0.8 and 0.1 per cent respectively. 

This means that prices on electrical products as a 
group may have shown some stiffening, but nothing to 
get excited about, not enough to buy a new Cadillac 
car or justify an extra dividend. Let’s stick to the 





wholesaling business and leave speculating to the gam- 
blers. We'll have more money in the bank when the 
European war is over. 


Rural Electrification Last month and again 


this month, in the NEWS section we have publishes 
complete lists of contracts aw ~~ and allotments made 
by the Rural Electrificz Administration in the pe- 
riod between issues. 

These lists deserve the careful study of every sales- 
man who wants to get plus business out of these gov- 
ernment sponsored activities. Every project so financed 
originated locally, is being managed locally, is con- 
structed by local contractors and every member of the 
local cooperative organization is a hot prospect for the 
local contractors and appliance dealers. There are no 
syndicates or distant buying office to snatch the busi- 
ness away. 


} 


] by 


We recommend that wholesalers cash in, not only 
following up our published lists but by keeping in close 
touch with local interests in territorie s where other 


REA projects may be organized. 
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Washington Straws The European war has in- 


tensified interest in the neutrality bill. In Congress the 
pros and cons are still debating, but prediction is that 
revision will be made, arms embargo lifted, some sem- 
blance of a cash and carry plan adopted. . . . Changes 
under the Fair Labor Standards Act effective October 
24th are causing many headaches, some juggling of 
work schedules, appeals for exemption. Law now de- 
mands 30 cents per hour minimum for maximum of 42 
working hours 
father of Robinson-Patman Act, still is gunning for 
chain organizations, found little sympathy for his pro- 


Representative Wright Patman, 


posed law to out-law chains, now is willing to compro- 
mise by “freezing’’ chain organizations at their present 
size—a la Hitler . . . . Feeling that this country might 
be drawn into the European war in the near future ts 
subsiding, but fSovernment departments are reviewing 
1917-19 experiences, do not intend to be caught nap- 
ping in case the unexpected should happen . . . . Sen- 
ators and Congressmen are finding their offices literally 
buried under letters from “the folks back home” who 
are saying just why we should stay out of the war. 
Opening all letters an impossible task, so they are said 
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to be weighed—so many thousands to every 100 
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Someone Buys A 


PRIVATE INTERIOR 
TELEPHONE SYSTEM 


=e) SERV-U-FONES 


ah 
bre Low priced, all metal tele- 
on 


phones, in common talking 
systems of two to ten sta 
tions. Conveniently pack 


aged, simple to install. 


IDEALFONES 


Compact, wall type tele- 
phones, with molded 
plastic handsets. Available 


with one or five buttons 


for common talking serv- 
ice up to ten stations. 
INTERCOMS 

Use same handset as Ideal- 
fones, but available in 
both desk and wall styles. 
Common talking systems 
of two to eleven stations. 


P-A-X’s 


Private automatic exchange 


systems providing dial 
service and secret connec- 
tions. Available in any 
capacity from ten stations 
up, with telephones in a 


wide variety of types. 


Vv 
4 


On an average of three times every hour of a 
typical business day, a private interior telephone 
system is installed in somebody’s office, home or 
shop. 


To get your share of this profitable business, 
all you need do is to acquaint your customers and 
prospects with the time-saving and step-saving 
advantages of Automatic Electric interior tele- 
phones. Let them actually see and use these 


modern, efficient instruments. 


Automatic Electric, originators of the auto- 
matic telephone, have been making both public 
and private systems for fifty years. Shown here 
are four of the many types of private systems 
available. Our local representative will be 
pleased to supply you with literature, prices and 
discounts as well as to work with you on particu- 
lar jobs. A call will bring him promptly. 


Automatic Electric  Intercommunicating 
Systems are designed for private service. 
They cannot be connected with the public 
telephone system. 


AUTOMATIC ELECTRIC 


PRIVATE 


INTERIOR TELEPHONE SYSTEMS 


Distributed by: AMERICAN AUTOMATIC ELECTRIC SALES COMPANY, 1033 West Van Buren Street, Chicago, Illinois 


Sales and Service Offices in Principal Cities . 
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In Canada: Canadian Telephones & Supplies, Limited, Toronto 
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Wholesaler Salesmans NWS 








NEWA _ speakers Johannesen, Ackerly, Nichols, Rukeyser 





| Wholesalers and Optimism 
- | Meet at Cincinnati 


More than 400 were on hand for the fall meeting of the 


National Electrical Wholesalers Association at Cincinnati. 


Definite business improvement reported in all 


PTIMISM and good cheer radiated 
from the more than 400 members 
and guests of NEWA, who 
ronged the meeting rooms, lobby, 
ir and restaurants of Cincinnati’s 
ibson Hotel during the Association’s 


. ll convention, Oct. 16 to 19. 

> This feeling was due, not to a feeble 

: pe of finding more business “around 
corner,’ for that corner was 

to iched some months ago, in fact 





quarters 


back in August, 1938, as stated by 
Chairman J. G. Johannesen in his 
address at the opening meeting. Since 
that time, the electrical industry has 
been slowly and_ steadily moving 


ahead, with wholesalers’ sales from 10 
to 30 per cent ahead of 1938. 

As expected, discussion of the war 
in Europe and its influence on the elec- 
trical business dominated the meetings 
and conversations in the lobby. But 
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he spirit of optimism did not spring 
from prospects that might materialize 
from the European war. Rather, the 
speakers at the opening meeting, J. G. 
Johannesen, and Merryle S. Rukeyser, 
and O. Fred. Rost at one of the meet- 
ings for members, advised and urged 
the wholesalers to do everything possi- 
ble to prevent overbuying and extending 
of too much credit, both in their own 
yrganizations and in dealing with cus- 
tomers. The danger, these men 
pointed out, is in too rapid expansion, 
pyramiding, loose credits, excessive 
prices, which may cause disaster, if, 
when, and as, the bottom drops out of 
prices as the European war ends. 

This convention followed the pat- 
tern of the average NEWA gathering 
in that it was a business-like, we 
conducted series of meetings where 
important and timely subjects domi- 
nated the discussions. The executive 
committee held sessions in the morn- 
ing and afternoon of the opening day 
—Monday, October 16. 

Next morning, members of nine- 
teen commodity committees held con- 
ferences, and that afternoon met with 
manufacturers of these various prod- 
ucts. That evening, the chairmen of 
the commodity committees made their 
reports to the executive committee. 

The opening session for members 
and guests was held in the ballroom 
the following morning. At this meet- 
ing, four wholesalers who had recently 
joined NEWA and were attending 
their first convention were introduced 


t 
t 


by Managing Director E. Donald 
Tolles. They include K. W. Fitz- 


patrick, of Fitzpatrick Electric Supply 
Co., Muskegon, Mich.; H. G. Carlson, 
of Electric Fixture and Supply Co., 
Omaha, Neb.; A. D. Stokes, of Stokes 
Electric Co., Knoxville, Tenn.; and 
E. C. Heidt, of Turtle & Hughes, Inc., 
New York and Elizabeth, N. J. 

This session was addressed by J. G. 
Johannesen, chairman of the executive 
committee and vice-president of the 
General Electric Supply Corp.; Dana 


9 











Ackerly, counsel for the associa 
ion, who reported on legislative d 
velopments as they affect the industry ; 
Louis M. Nichols, comptroller of the 
General Electric Supply Corp., who 
discussed the small order problem; 
and Merryle S. 


Rukeyser, economic 
commentator for 


Hearst Publications, 
who talked on the European War and 
its probable effect on the industry. At 
that meeting, Earl Whitehorne, edito: 
vf Electrical Contracting, awarded the 
Wholesaler’s Medal under the James 
H. McGraw Award to Louis M. 
Nichols. 

(More details and pictures of the 
NEWA_ convention on pages 16 
through 19). 


McGraw Awards 
To Nichols, Walker 


Last month Louis M. Nichols, 
comptroller of G. E. Supply Corp., 
Bridgeport, and Ralph M. Walker, 
president of Walker Electrical Co., 
Atlanta, received James H. McGraw 
Award Medals for worthy contribu- 
tions to their respective branches of 
the industry. 

Nichols was presented the Whole- 
salers Medal because of his leadership 
on an NEWA committee set-up to 
make a detailed study of the operating 
costs of wholesaling the full range of 
commodity lines sold by members of 
the association. He compiled, ana- 
lyzed, and presented this data at the 
October, 1937 convention. 

The committee of judges which 
awarded the medal consisted of W. J. 
Drury, eastern district manager, 
Graybar; L. E. Latham, vice presi- 


dent, E. B. Latham & Co., New York; 


me 


McKew 


Electric C ™ 


Parr, president, Parr 
srooklyn; and Walter 
Williamson, vice president, Westing- 
house Electric Supply Co., New York. 

Walker received the Contractor- 
Dealers Medal because of his long and 
effective work in bringing about fair 
le practices in the industry. This 
work he carried on in his own com- 
pany and through writings, speeches 
ind many conferences with other in- 


tras 


dustry leaders throughout the country. 
The committee of judges awarding 
the medal to Walker consisted of 
Harry B. Frazer, H. B. Frazer & Co., 
Philadelphia; R. W. 
Harry Alexander, Inc., Washington; 
R. N. Morris, Morris Engineering 
Co., Pittsburgh; and J. M. Richard- 
son, Richardson-Wayland Electrical 
‘orp., Roanoke. 


McChesney, 


Col 


Lamp Sales Forecast 


BLOOMFIELD, N. J.—When Amer- 
ica uses as much light as good practice 
demands and engineers believe she 
should have for minimum seeing re- 
quirements, the nation’s lamp retailers 
should sell at least one and a half bil- 
lion units annually, according to a 
forecast made by D. S. Youngholm, 
vice president of the Westinghouse 
Electric and Manufacturing Co. at the 
First Annual Chain and Department 
Store Merchandising Conference. H. 
C. McDaniel of Westinghouse lamp 
division discussed sales-boosting illum- 
ination for store interiors, 
windows, displays and 
showed the use of fluorescent lamps 
and fixtures, self-contained projector 
and reflector spotlight and floodlight 
lamps, ete. 


exteri Ts, 
cases and 


co 


THE STAFF of the Bloomfield (N. J.) Electrical Supply Co. From left to 
right: Robert Nuss, Howard Hoffman, William B. Kent, Sarah Canfield, 
Charles H. Becker, Charles Weyant, President, Jane Osborne, Nels Holm- 


gren and Frank DeHaven, Jr. 


Graybar Ups 
Hawkins, Nicoll 


E. A. Hawkins and Alfred H 
Nicoll, both of Graybar, have new 
positions in the headquarters organi 
zation at New York. Not many weeks 
ago, as reported in our Septembe: 


issue, Hawkins was advanced fron 
assistant general sales manager to 
general sales manager. Now he has 
been elected vice president, continues 
to head up sales. Nicoll, who has 
been San Francisco district manager, 
moves to New York as assistant t 
the president. 

Hawkins’ association with the com- 
pany goes back to 1899, when lh 
graduated from Cornell. With th 
exception of about six years, when he 
worked for Stromberg-Carlson and 
Webster Electric Co., he has served 
Western Electric and Graybar. 

Nicoll joined the organization in 
1911, when he became sales record 
clerk at San Francisco. Two years 
later he went to Salt Lake City as 
city salesman, became assistant sales 
manager three years later. Various 
advancements brought him the San 
Francisco managership in 1932. 


New Posts For 
Chapman, Snyder 


BRIDGEPORT, CONN.—In _ line 
with the recent consolidation of all 
General Electric’s appliance operations 
here, H. L. Andrews, vice president 
and executive head of the applianc: 
and merchandise department, has 
named George Chapman and Carl M 
Snyder assistant managers. 

Chapman, who has been with the 
company 26 years, is assisting An 
drews in the administration of the 
division which includes design, manu- 
facture and distribution of refriger 
ators, ranges, water heaters, kitche 
equipment, laundry equipment, clean- 
ers, fans, heating devices and othe 
traffic appliances. 

Snyder, a pioneer in selling a grou; 
of appliances as a “package”, ha 
charge of sales and sales activities « 
these products, plus radio and tele- 
vision receivers and tubes. 
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Cutler Hammer Moves 
Sales Office 


VEW ORLEANS—On October first, 
‘utler-Hammer moved its sales office 
1d warehouse here to new quarters at 
32 Girod Street. The New Orleans 
ranch, under the direction of Mr. 
» CC. Hutchinson, carries the com- 
iny’s complete line. 


Graybill To Move 


YORK, PA.—Soon after the first of 
the year, the headquarters house of 
Jno. E. Graybill & Co., will be located 
icross the street from its present loca- 
tion which is at 135 E. Philadelphia 
St. President H. A. Brown is making 
the move because more space is 
needed and because of the parking 
problem. 

The building into which they will 
move after it is completely remodeled, 
is three and a half stories high, con- 
tains 30,000 square feet of floor space. 
Situated on a large plot of ground, it 
‘an be approached from all directions 
ind a section 65 feet by 80 feet will 
be available to customers for parking. 


Red Seal Homes Upped 


KANSAS CITY—From The Electric 
\ssociation of Kansas City comes word 
that there were 80 Certified Red Seal 
Electric Homes for September, the best 
month in thirteen years’ operation. 
Total so far this year is 474, same 
period last year, 235, an increase of 102 
per cent. High light of the Asso- 
iations’ October program was a 
luncheon at which George A. Hughes, 
president and Ray W. Turnbull, vice- 
president of the Edison General 
Electric Appliance Co., Inc., were spe- 
ial guests. 








SALES, SERVICE, STENOGRA- 
PHY get together at the counter of 
the Southern Tier Electrical Supply 
Co., Elmira, New York. J. F. Decker, 
left, sells at the counter; Robert 
O’Connor takes care of stock; Mary 
Conley is stenographer and Frank 
George handles shipping. 





U. S. RUBBER CO. played host to 300 members and guests of the Interna- 
tional Municipal Signal Association at Francis Farms, Reheboth, Mass. 
Buses supplied transportation from the Providence Biltmore, Convention 
Hotel. Shown in a happy mood after the clambake are: Left to right, H. J. 
MacDonald, C. W. Higbee, E. J. McCarthy, H. H. Weber, F. E. Pinkerton. 





Zooming Appliance Sales 
Cheer Wholesalers and Dealers 


Improved business conditions and promotions by 


appliance manufacturers produce climbing sales 


totals for dealers, wholesalers and manufacturers 


Steadily mounting orders indicate 
that during the months ahead smart 
wholesalers and dealers expect to pan 
plenty of profits out of washing ma- 
chines and vacuum cleaners, reap a 
golden harvest by selling other things 
electrical for American homes. 

That there is still plenty of pay dirt 
in washer sales was demonstrated by 
the success of National Washer Ironer 
week, just closed. While the final 
build-up of public interest had been 
timed to break just ahead of the Oc- 
tober 14-21 period, wholesalers and 
dealers were busy weeks in advance 
with preparation for the event. 


Washer Week 


Supplied by the American Washer 
and Ironer Manufacturers Associa- 
tion, 50,000 sets of window display 
materials enabled dealers to tie-in with 
the event, and 30,000 special signs on 
dealer’s cars and trucks helped further 
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to spread news of washer week across 
the nation. 

While no detailed reports of sales 
are available as we go to press, re- 
ports of shipments by washer manu- 
facturers tell their own story. They 
shipped in September 13,171 more 
washers than in the same month a 
vear ago, and for the first nine months 
of this year shipments were nearly 
240,000 units or 27.4 per cent ahead 
of last year. 


Cleaners’ Clean Up 


Although without benefit of any na- 
tional drive, vacuum cleaner sales also 
are piling up formidable totals and 
the Vacuum Cleaner Manufacturers 
\ss’n. reports for the first 9 months 
ot 1939 over 1,000,000 units sold, with 
September scoring a 16.3 per cent in- 
crease over last year. Sales of other 
household appliances are showing 

(Continued on page 3?) 
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Selling Factories 
Through Service 


-actories require trouble free operation. 


knows it, consequently wraps up profitable industrial busi- 


ness through tying-in personal service with quality products. 


Charles F. Bronner, Jr., 


This salesman 





By 


As told to Burton Conklin 





Indu: 
start 





1 


HOLESALERS have stated fre- 

quently that they like to do 

business with industrial con- 
tractors and plant electricians be- 
cause these buyers (1) want the 
best in materials; (2) do not quibble 
too seriously over prices ; (3) sel- 
dom offer a credit problem. 
Charles F. 


Ir., of the Baldwin-Hall Company, 


Salesman 3ronner, 
Syracuse, New York, who secures 
75 per cent of his total volume from 
this class of trade, heartily agrees 


th all three points. In fact his 


Wi 
experience, as far as No. 3 is con- 
cerned, is that the average industrial 
buyer is not only good pay, but dis- 
counts his bills as well. 

In dealing with industrials, Bron- 
ner builds his entire sales efforts 
and program upon their need for 
good materials. As lie sees it, fac- 
tories buy high quality electrical 
products, which necessarily carry 
higher price tags, only because they 
must have dependable service to 
reduce costly shut downs, step up 
production, reduce “seconds” and 
improve working conditions. There- 
fore, he reasons, industrial men also 
need and appreciate personal serv- 
ice. 

On that point—rendering of per- 
sonal service—hangs Bronner’s rec- 
ord for bringing in the orders. He 
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Here Bronner talks up the advantages of one of Bulldog’s eight-circuit combined 
switch and fuse panels which clearly identifies each circuit. 


follows each account not only closely 
but regularly and his schedule has 
been so arranged that he calls on 
each account on the same day every 
week. By thus setting up and con- 
scientiously adhering to a regular 
program, he has accustomed his ac- 
counts to the routine. The practice 
tends to establish him as a con- 
sistent and regular advisor rather 
than a hit-and-miss salesman. Also 
buyers often hold so-called over- 
the-transom orders for him because 
they know when he’ll be around and 
depend on it. 

“To keep this route idea flexible 
and practical,’ says Bronner, “I 


Brad 
buye: 





——— we 





Bro 
Bro 

make no attempt to arrange my) . 
schedule to the hour, because I get te 
four or five emergency calls every my 
day. These range anywhere from 1S! 
breakdowns to requests for advice as that 
to which control to use on a certain plen 
machine. pe 
Ideas Bring Orders calls 
“For example, just the other da sche 
a company called me in to suggest Is Ti 
how to wire up a new milling ma- T 
chine. So I specified the conduit § wha 
and wire to run to it, also the type @ #©0 
of disconnect switch, starter, and cust 
the incidentals. Factories want this then 


kind of service and expect it in a J Cock 
senc 
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Industry uses and needs plenty of motor 
starters. Bronner highlights the Allen- 
Bradley starter in the office of a factory 
buyer. 


Another serious pitfall he care- 
fully sidesteps is that of circum- 
venting the purchasing agent once 
a close acquaintanceship has been 
developed with the plant mainte- 
nance man, chief electrician or su- 
perintendent. It is no new idea or 
preachment that, since the P.A. 
signs the order, he should be closely 
followed. Old as it is, many sales- 
men nevertheless tend to breeze past 
this important man too often. 


Don’t Bypass the P. A. 

It has happened in Bronner’s ter- 
ritory. For evidence he cited several 
cases to demonstrate where he has 
secured initial orders simply because 
a competing saleman, who assumed 
that he had a plant’s business well 
in hand, had gone over the buyer’s 
head too many times. 

The fact that Bronner continually 
cultivates purchasing agents further 
explains why he gets a lot of the 
over-the-transom business  men- 





Bronner has a leader for each trip. In this case the engineer was called in to hear 
Bronner point out the advantages of the Square D Multi-Breaker. 


irry, so I hop out and give them 
y ideas. It leads to immediate 
isiness, of course, and I know 
at this kind of service also builds 
enty of good will that brings in 
future orders. 

“By expecting these emergency 
ills, I have allowed time in my 
schedule for them, so the program 
rarely knocked out of gear.” 
Through maintaining this some- 
hat rigid schedule, Bronner avoids 
common fault—that of taking good 
istomers for granted and passing 
em by once in a while on the 
«ksure assumption that they will 
cnd in their business anyway. 


> 


s 


November 1939 — WHOLESALER’S SALESMAN 


tioned earlier. In other words, it 
isn’t a matter of luck that buyers 
frequently have those hand-out 
orders all ready. Rather it is strong 
evidence of their appreciation of per- 
sonal and consistent service, which 
3ronner renders. 

He also realizes that industrial 
customers and prospects always are 
interested in seeing devices that will 
do a job towards furthering safety 
and plant efficiency. So he carries 
samples. Each trip calls for a new 
show. It might be a new switch, a 
fuse or fluorescent fixture—what- 
ever it is, Bronner carries it on 
his circuit. 








This type of selling is advanta- 
geous to both sides of the desk, for 
it offers the buyer an opportunity 
to see, and try, electrical products 
that he might have heard about 
vaguely, but had not visualized as 
to how these could be used to advai- 
tage in his plant. As far as Bronner 
is concerned, samples provide a defi- 
nite reason for calling. They serve 
as conversation-openers, permitting 
him to go into a sales talk on that 
particular product. From there he 
can get talking about other lines, but 
always this plan makes for better 
service and certainly develops more 
sales. It is both sales talk and 
stage setting. 


Sells With Samples 


Speaking of the advantages of 
showing products, Baldwin - Hall 
fully appreciates this sales tool, and 
each year actively participates in the 
industrial show staged by the Pur- 
chasing Agents of Central New 
York. They take it seriously too. 
Last year, for instance, they had five 
booths to present their lines to the 
hundreds of visiting contractors and 
plant men and, incidentally, one of 
these displays took the plaque 
awarded for the most informative 
exhibit. 

Some wholesalers’ salesmen stay 
far away from industrials because 
they believe the problems involved 
are so technical that an engineering 
training is required. The technical 
problems are there certainly, but 
practical experience can be gained 
outside of an engineering school. 

3ronner, for example, has learned 
the ropes in the field, most of it 
since joining Baldwin-Hall’s sales 
staff in 1933. Before that he was 
with Crouse-Hinds doing design, 
production and sales work in the 
panel board division. 

To fill in the gaps in his engi- 
neering vocabulary he has picked up 
facts from his boss, catalogues 
and manufacturers’ representatives. 
Since the latter are specialists in 
their respective lines, he corners 
them at every opportunity and comes 
up with more sales and technical 
help. 

The day-in-day-out sales come, 
though, primarily because indus- 
trials want service and that is what 

3ronner and the boys in the ship- 
ping rooms give them. 
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Make Them Buy 


ore Electric Lools 


By 
Edwin Laird Cady 


Rich in possibilities for initial sales, perhaps even riper for replacements 


is the growing factory 


market for portable electrically powered tools 





) 


N HERE are three general markets 
| for Portable Electrically Powered 
Tools: f contractors and 
repair men; and home craftsmen. 


factories: 


The factory market is the largest in 
volume, the most intelligent, and the 
readiest to buy. 

In the USA, over 170,000 fac- 
having annual production 
volumes of $5000.00 or more each, 
In fact there 
is not a plant that does not need 
including 
the plants of the electric tool mak- 


+ 


tories 
are waiting for you. 
more electric tools 


wo Ss 

Much of the market is in the re- 
placing of old tools with more mod- 
ern ones. No item has been devel- 
oped and improved more rapidly 
A typical 
manufacturer had three models a 


than the electric tool. 


few years ago, but has 21 now. 
Many an old tool is grunting at jobs 
where new ones would sing. New 
tools are handier, safer, more ver- 
satile, faster, and sturdier. They 
quickly save their costs. 

The first man to see about port 
able electric tools, is the electrician. 
He knows a lot about where new 


ones are needed, and all about how 


the old ones give trouble. 
\nd they do give trouble. At 


> 
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Tool and Accessories 
For Industry 


\dapters, receptacle Markers 
Agitators Meters 
\ir Compressors Mortisers 
Baths, Heating Ovens 


Paint Sprayers 


Pipe Threaders 


Blowers 
Branders 


Buffers Planers 
Cables Polishers 
Chucks Presses 
Clamps Protectivé Devices 
Clutches Pumps 
Controls Punches 
Cords Riveters 
Cranes Rolls 
Drills Sanders 
Drill Stands Saws 
Engravers Scrapers 
Flexible Shaft screens 
Machines Screw Drivers 
Gauges Shears 


Glue Pots Soldering [rons 
Grinders 
Groovers 


Hammers 


Threading Machines 
Switches 


Heaters Tachometers 
Hoists Testers 
Inspection Lamps Turn Tables 
Kettles Vibrators 
Lamps, Portable Welders 
Lighters Wrenches 
Magnets Winches 





least 70 per cent of portable electric 
tools in factories are overloaded. An 
old formula, still foolishly in use 
in many plants, is that not until the 
yearly maintenance cost of an elec- 
tric tool equals the cost of a new 
one, should a new one be bought. 
Few other kinds of machines have 
ever justified any such laconic 
thinking. 
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Electricians usually keep card 
files, with one card for each piece 
of electrical equipment. Get at 
those cards for the portable tools. 
See where the old tools fail, then go 
over the modern ones with the elec- 
trician and show him why they will 
not fail so easily on the same service 

Watch for other troubles. Elec- 
tricians are doubling and trebling 
the prices they pay for cables, cords, 
switches, wiring supplies, and other 
service supplies for portable tools 
Check up on the _ high 
installation which may be in the 
wind, as these are coming in fast 

The adding of one tool after 
another is overloading more than 
one lighting circuit, causing lam] 
dimming and other costly troubles, 


cycle 


and if you catch one of these in- 
stances you may sell the supplies 
for new circuits. 

See the maintenance managet 
You are likely to catch him at odd 
hours, on Saturdays, Holidays, o: 
at night, for he must work whe! 
the machines are shut down. 

He is in charge of plant clean- 
liness, painting, floors, power trans 
mission, buildings, etc., all of whic! 
must be kept better than ever be 


fore. He is always adding electri 








ele 
ble 
fle 
ins 





lat 
ot] 
de 
SU 
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ols to his kits. He may be per- 
uaded to take over an existing 
ool which is now too slow for its 
ob on the production line, thus 
learing the way for the sale of a 
iew one for production. 

Many maintenance men do not 
ealize the savings that extra tools 
‘an make. Screw drivers and nut 
setters for quicker assembling of 
machines and equipment which had 
been taken down for repairs, or for 
building racks, bins, scaffolds, con- 
veyors, and the like, often are over- 
looked. Hammers for relocating 
electric and mechanical power lines, 
blowers for cleaning, brushes with 
flexible shafts for freeing or clean- 
ing pipes’ interiors and other “hard 


pattern rooms, painting or chemical 
process rooms, all are big and grow- 
ing users. 

Analyzing the production needs 
for portable tools may seem too 
technical. But you can sort the 
managers over and set up the ones 
to whom the tool manufacturer’s 
sales engineer should be taken when 
he comes around. 

See the field service managers. 
They may have crews who install 
and repair machines, electrical ad- 
vertising devices, trucks and auto- 
mobiles, and even ships. Many of 
them have special trucks which are 
machine shops on wheels, with most 
of the machines portable electrically 
powered tools. 


These Inen Ifluence Toot Buying 





Staff 


Engineers 





Production 
Manager 


Maintenance 
Manager 


Superintendents Foreman of 
erate, Clean-up Gangs, 
Foremen Painting Crews, 
of Carpenters, Rooters, 

Every Dept. Masons, etc 





to get at” places, can sell themselves 
if their values are shown. 

See the production manager. Get 
his permission to see as many de- 
partment superintendents and fore- 
men as possible. 

From the initial processing of raw 
materials, to the fastening of prod- 
ucts into their shipping containers, 
portable electric tools are used in 
‘very department of production. 

They are mounted directly on 
lathes, drill presses, planers and 
‘ther machine tools, as indepen- 
lently powered heads to perform 
such operations as drilling, grind- 
ng, milling, chip blowing, riveting, 
‘tc. They are especially useful for 
small lot production. 

Assembly departments of machine 
ind metal shops are gold mines for 
ortable tool sales. The tool mak- 
ng department, the model shop, 
wood working shops of all kinds, 


Service 


W Yolatelel ag Study 


Product . Power 
Installation 

Product - 

Service 

Garages 
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Time Product 


Des rela) 


Packaging 


Shipping 


See the purchasing agent, of 
And see the electrical con- 
tractor, and the consulting process 
and maintenance engineers serving 
each plant. For it may be consid- 
ered an axiom that if you see 
enough management men, you will 
sell plenty of portable tools to fac- 
Every manager needs more 
of them in his department. 


course. 


tories. 


1. Metal cutter purrs through a tough 
job. Made by Black and Decker. 


2. Portable electric screw driver saves 


labor on production lines. By B. & D. 


3. Speeding up assembly is this Inde- 
pendent Pneumatic Tool screw driver. 


4. Blower and vacuum cleaner cleans up 


stock bins. U. S. Electric Tool Co. 


5. Portable electric grinder smooths big 
Made by B. & D. 


and little castings. 


6. Stationary grinder edges tools, serves 


many purposes. Cincinnati Tool Co. 


Highlights 


Of The Convention 


Wholesalers advised to practise common sense meth- 


ods during period of 


European’ war. 


Tackle 


small 


order problem. Commodity committees do effective work 





AST month’s meeting of the Na- 

tional Wholesalers 
more than 
some of its predecessors, was de- 


Electrical 
Association, even 


voted to serious, practical and inter- 
brought forth 
ideas for members to take back 
home and apply to their own busi- 


esting discussions, 


nesses. 
In his address at the general meet- 
Johannesen, chairman of 


ing, J. G. 
the executive committee, advised the 
wholesalers and manufacturers to 
proceed cautiously even though the 





ALONG THE LINE are R. C. Bennett, 
I. A. Bennett & Co.; I. A. Bennett, 
National Elec. Prod.; J. C. Schmidtbauer, 
Wesco, Chicago; H. Czech, Wesco, Mil- 
waukee; L. W. Korsmeyer, Korsmeyer Co. 
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European war has stepped up sales 
volume. Also he emphasized that 
wholesalers should warn their cus- 
tomers against stretching their op- 
timism too far and buying beyond 
ability to pay in case of a sudden 
slowing down of activity. 

Speaking of the rising price trend, 
he said Washington is not likely 
to crack down unless prices boom 
too fast and too far. Consequently 
he advised industry to prevent prices 
advancing unnecessarily, and there- 
by eliminate the need for Washing- 





ABOUT TO LEAVEP Emmett K. 
Moore, Harvey Hubbell, Inc.; C. McKew 
Parr, Parr Electric Co., Brooklyn; 
Claude W. Johnson, Johnson Electric 
Supply Co., Cincinnati. 


ton to step into the picture. So far, 
he stated, industry has maintained 
reasonable prices, raised them only 
enough to compensate for increased 
labor and material costs. 

Dana T. Ackerly, counsel for the 
association, reported that since the 
May meeting no new legislation has 
been passed by Congress which 


would directly affect the electrical 
wholesaling industry. Reassuring to 
business, he stated, was the Supreme 
Court’s ruling that the 
strike was illegal. 


sitdown 


FIVE STRAIGHT—A! Hyams, Wad- 
worth; Bob Brown, Pittsburgh Elec.; 
M. B. Austin, Jr.. M. B. Austin Co.; 
Richard Misrach, Richards Elec., Cin- 
cinnati; G. E. Wehner, Pittsburgh A gent. 
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Following Judge Ackerly’s talk, 
Louis M. Nichols, comptroller of 
he General Electric Supply Corp., 
liscussed “The Small Order Prob- 
lem.” He declared that the whole- 
saler performs indispensable func- 
tions, and if these costs are some- 
times too high the wholesaler is 
perhaps as much “sinned against as 
sinning.” However Nichols said the 
wholesalers might reduce costs in 
several ways: (a) keep close watch 
on promotion expenses; (b) elim- 
inate uneconomical coverage of ter- 
ritory; (c) avoid too extensive free 
delivery zones; (d) watch credit ex- 
tension; (e) move obsolete or inac- 
tive merchandise and exert careful 
control of buying; (f) reduce the 
number and cost of handling small 
orders. 

He said that a recent survey 
showed that orders under $5.00 con- 
stituted from 35 to 50 per cent of 
all transactions but they represented 
only 2 to 3 per cent of the total 
sales volume. To remedy this costly 
situation, he suggested: (a) show 
customers that an unnecessary num- 
ber of orders are also costly to them; 
(b) simplify handling of small or- 
ders; (c) reduce back orders by 
carrying sufficient stocks; (d) pos- 
sibly inaugurate a service or de- 
livery charge of 10 per cent on small 
orders; (e) increase size of average 
order by setting quantity or dollar 
value and discount brackets which 
will be more economical and prac- 
tical for customers. Such a revamp- 
ing is especially applicable to low 
unit values such as wiring devices, 
fuses, outlet boxes, fittings, low 


HAT DISPLAY by John Bosk and 
W. E. O’Brien, Toastmaster; L. B. Stau- 
bach, F. D. Lawrence Elec., Cincinnati; 
Chris Litscher, Litscher’s, Grand Rapids 
(we missed showing his cane). 


priced appliances. “This might in- 
volve changes in packaging,” he 
said, “based on buying habits of 
wholesalers and their customers.” 

In his talk, ‘““Europe’s War—Its 
Probable Effect on Your Industry,” 
Merryle S. Rukeyser, economic com 
mentator of the Hearst Publica- 
tions, declared that a definite swing 
in business began this past spring 
and was accelerated by the begin- 
ning of hostilities in Europe. “But,” 
he warned, “the prudent man does 
not crawl out on the limb too far, 
as no one knows just when the war 
will end. So the wise man, in times 
of uncertainty, remains solvent and 
flexible and does not attempt to 
make a quick killing.” 

Windup of the general meeting 
was the presentation of the Whole- 
saler’s Medal under the James H. 
McGraw Award to Louis M. 
Nichols of General Electric Supply, 
by Earl Whitehorne, secretary of 
the Awarding Committee and editor 
of Electrical Contracting. 

In the same spirit of sound and 
practical constructiveness, the com- 
modity committees presented many 
worthwhile suggestions to the mem- 
bership. Among the reports dealing 
with sales and marketing opportuni- 
ties are those briefly summarized as 
follows— 


Apparatus And Control—A large mar- 
ket was cited for these products, also it 
was pointed out how the sale of these 
lines leads to additional equipment busi- 
ness. R.E.A. projects were suggested as 
a fast-growing field for meters and 
motors, 


Batteries And Flashlights—The ex 
panding market for batteries in the porta- 





KEEN ATTENTION ¢o E. C. Heidt, 
Turtle & Hughes, Elizabeth, N. J., by 
Walter Blue, Columbian Elec., Kansas 
City; H. B. Tompkins, Westinghouse 
Supply, New York; P. D. Briggs, ILG. 
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ble radio field was brought to the at 
tention of the wholesalers. At the May 
meeting, an estimate placed the 1939 
sales of portables at 400,000 with initial 
battery business of $1,000,000. Now that 
estimate has been jacked up to 750,000 
sets calling for initial battery business ot 
$2,500,000 this year. Assuming that eacl 
set will require two or three battery re 
placements, this business will amount t 
from $4,500,000 to $6,750,000. 


Industrial And Commercial Lighting 
[o assure certain minimum standards of 
efficiency, safety and quality in fluorescent 
lighting, the committee recommended that 
the association help promote such stand 
ards and cooperate with any recognized 
agency that will set up definite stand 
ards. This group recommended to manu 
facturers that a net price schedule, i 
stead of list and discount basis, be 
adopted as a better method of pric 
quotation 


Radio nd Tubes—Recommended that 
vholesalers set up three price steps based 
on the functions of their dealer-custom 
ers. The longest discount to go to those 
vho service, carry complete stock, ad 


vertise and promote. Somewhat shorte1 
discount to those who service and stock 
but do not advertise, then a still shorter 
discount to radio retailers who only stock 

Small Socket Appliances—Agreed witl 
manufacturers that special appliance deals 
stimulate sales, but these should run 
only about once a year, otherwise they 
lose appeal and effectiveness. Under fall 
dating plan recommended that manufa 
turers permit wholesalers to remit Ds 
cember 20 instead of December 10 to get 
a cash discount, as this would materially 
benefit dealers since they, in turn, will 
receive the extra ten days to get cas! 
discount. 


R.E.A.—Recommended that wholesale: 
follow R.E.A. projects closely as this is 
a growing market. Management should 
also inform its own sales staff and sup 
pliers’ representatives of new R.E.A 
lines, developments, etc. The industry will 
benefit further if wholesalers recommend 
established contractors to cooperatives 
and tie-in closely with local inspectors 
to assure safe and efficient wiring and 
equipment standards 


GOOD TIME by Henry Bussmann, 
Bussmann Mfg. Co.; H. H. Tully, 
Doubleday-Hill Elec., Pittsburgh; R. A. 
Stott, Tristate Elec., Hagerstown, Md.; 
W. H. Kennedy, Bussmann. 











The 
CAMERA 


CLICKS 


at Cincinnati 





“CONGRATULATIONS,” to L. M. 

Vichols, G. E. Supply, by Earl White- 

horne, Electrical Contracting, who pre- 
sented McGraw Award to Nichols. 


PROGRAM CHAIRMAN D. L. Fife of 
Fife Electric, Detroit, and his fellow 
committeemen did a real job. 


BETWEEN 7. C. Treadways, Jr. and 
Sr., Treadway Elec., Little Rock, Ark., 
is Bud Whitfield, Appleton Electric. 


GRAYBARITES 1. L. Hallstrom, 
Phila.; E. C. Doecker, Cincinnati; E. J. 
Dailey, N.Y.C.; 1. B. Stafford, Cincinnati. 


ALL SET. H. D. Roseth, Co-Op Elec., 
Chicago; Felix Van Cleef, Van Cleef 
Bros.; Sam Beck, Central Elec., Denver. 


TWO AND ONE. H. F. Johnson and 
Howard Weber of U. 8S. Rubber; James 
Sidway of Westinghouse Supply, Detroit. 


FROM JERSEY came E. C. Heidt 
Turtle & Hughes, Elizabeth, and Robert 
Beller, Beller Electric, Newark. 


THOSE PRESENT in National Enamel- 
ing & Mfg. room include wholesalers 
and salesmen from many towns. 


TEXANS Mr. and Mrs. H. F. Reichardt 
of Reichardt Electric, Houston, brought 


good reports. 


DETROITERS H. M. Hemphill, Manu- 
facturers’ Agent, and Harry Clarke of 
Crescent Electric Co. 
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LOOKING AHEAD. 
Curtis Lighting and August Kubec of 
Kubec Electric, Chicago. 


Jerry Morrow of 


LISTENING IN by Arthur Loebs, Jr. 
and Sr., Loeb Electric, Columbus, to Len 
Marschall of Sola Electric. 


WHOLESALERS 2&. A. Whitford, ReQua 
Electric, Rochester, N. Y., R. M. Johan- 
nesen, Brower Elec., Greensboro, N. C. 


PRACTICALLY SIDE VIEWS of John 
!. Newton, Oakes Elec., Holyoke, 
lass.; W. Bieringer, Plymouth Rubber. 





FROM C. B. Harlow, Benjamin, to H. 
Rasmussen, Peerless; C. Maloney, Cut- 
ler-Hammer; P. Keller, Peerless. 


TRIO IS N. J. MacDonald, Thomas & 
Betts; Walter Drury, Graybar Electric; 
William Stacey, Bryant Electric. 


FAN MEN 5S. B. Betz of Delco and 
W. J. Helmer of Robbins & Myers dis- 
cuss the ventilating situation. 


LIGHTING MEN VW. G. Sawyer, John 
C. Virden Co.; Frank Rosen, Progress 
Mfe., flank A. Anixter, Englewood Elec. 
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EMPIRE STATERS E. C. Schuman of 
Southern Tier Elec., Binghamton, and 


E. A. Jones of Havens Elec., Albany. 


CHICAGOANS Fred Eiseman of Re- 
vere Electric; Gene Ball of Common- 


wealth Edison; A.J. McGivern, C.E.W.A. 


OPTIMISM w 
Horrigan, P. & §S. and Carroll Schoen, 
Atlanta Mfrs. Agent (P. & S., Paranite). 


vell expressed by Ivan 
e 


GRINS by C. Bull, McNaughton-McKay, 
Detroit; L. Hirsch, Elec’l Supply, New 
Orleans; A. E. Snyder, Westinghouse. 
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Samples Simplify Selling 


Effectively dramatized samples create buy- 


ing interest, help lick that price competition 


By Herb Metz, 


of Graybar Electric Company 





a old Chinese proverb to the 
effect that a 
worth a 


good picture is 


thousand words has a 
definite and pertinent sales applica- 
tion in our business. By changing 
it slightly so that it says, “a good 
sample is worth a thousand words,” 
you have an entire sales lesson 
packed in one walloping sentence. 

All of us know that selling is done 
best when that selling is done from 
a sample. Nevertheless it remains 
that, as fundamental as that fact is, 
the use of samples in selling is 
rapidly becoming a lost art. Today 
price and palaver seem to be getting 
the play by too many wholesalers’ 
salesmen. 

Now don’t get me wrong. Believe 
me | know the potency of price and 
palaver and I’m not laughing it off 
or talking it down. But I do say 
that price and palaver with samples 
is a lot stronger than without them. 

I can hear a roar from the boys 
calling my attention to the backs 
of their cars that now carry every 
thing from rolls of tape to reels of 
wire and look like a deserted cellar 
corner. “Samples,” they say, 
got cars full of them.” 

“Boys, you're right 


“we've 


you've got 
cars so full of them you couldn’t find 
that 644 switch if you looked for it 
and so you don’t look. 
cars don’t sell goods 


Samples in 
it’s samples 
in purchasing agents’ offices, in 
dealers’ stores, in plant superin 
tendents’ hands that count!” 
“How'd you carry a sample of a 


The author illustrates a_ technique 
which gets him the buyer's undivided 
attention. 


24 in. ventilating fan?”’ asks one of 
You don’t—but there are 
so many samples you can carry that 


the boys. 


you can profitably concentrate on 
them. When it comes to heavy 
stuff, many smart salesmen carry 
their prospects to the samples. 

Of course, selling with samples 
means something more than slapping 
a switch on a counter and saying, 
“Give that 644 the once over, Mr. 
That’s 
better than no sample, but when a 


Jones—isn’t it a peach?” 


considerable amount of showman- 
ship is mixed with your sample you 
get a sales recipe that is pretty sure 
fire. 

I know a fellow who had a re- 
flector with a new surface treat- 
ment. Here’s the way he'd operate: 
He’d take the reflector into his cus- 
tomer’s office, set it up against the 
wall and walk about six feet away. 
Then he would take several fair 
sized ball bearings out of his pocket 
and wind up. While this perform- 
ance was going on he said nothing 
and the customer looked on with a 
“what-the-hell” expression. After 
the windup, he slammed one of the 
steel balls up against the reflector 


with a resulting bang that left no 
doubt that steel was hitting steel. 
The performance was repeated three 
times, after which the 
picked up the reflector, put it into 
the hands of the eager and willing 
prospect and said, “Bill, that’s our 
new umpty ump finish—won’t crack, 
won’t peel—won’t blister. You can’t 
hurt it, etc., etc.” Believe me, no 
lighting prospect ever forgot that 
demonstration and none ever failed 


salesman 


to listen to the salesman’s story— 
with the sample in his hand. 

Take the man who went out with 
the mercury flip switches when they 
were introduced not so long ago. 
Here was a salesman who was a 
master showman. He went into a 
customer’s office with a switch in his 
hand which he put up to his ear and, 
cocking his head, he’d silently move 
the handle back and forth, back and 
forth. Invariably, after a reasonable 
time, the customer would ask some- 
thing like this: ““What you got there, 

silly?” 

“This switch is called the Night 
Owl’s Delight,” Billy would say. 

“What's that?’ the 
would ask. 

“The Night Owl’s Delight,” Billy 
would answer, “it won't wake up 
the missus.” 


customer 


Then the customer would reach 
for the sample and ask another 
question and, brother, when your 
customer reaches for your sample 
and asks questions about it—you’ve 
about got a sale. 

Just clever showmanship with 
samples—you can do it and should 
do it. There’s a story in pipe, in 
wire, in lamps, in everything you 
sell. You can tell that story the 
hard way with catalogs and pictures. 
You also can tell it the easy and 
effective way with samples and 
showmanship. That’s the way that 


Try it! 


pays dividends. 
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| Fluorescents 











for Fortune 


Where a_ wholesaler’s 


through initiative and intelligent sell- 


ing booked a large order for fluores- 


cents which now facilitate 


printing of “Fortune” 


salesman 


the fine 





HEN it came time for E. C. 
W Heidt, manager of the Eliza- 
beth, N. J., Turtle & 
Hughes, to start a drive on fluo- 


branch of 


rescents he followed his usual plan 
and set up a prospect list. At the 
top he put Jersey City (N. J.) 
Printing Company, as this plant did 
a lot of color work, making it a 
natural for fluorescents. 

For instance each month Fortune 
magazine, probably tops in Ameri- 
can publishing, rolls off the Jersey 
City presses. It is a large organiza- 
tion, requiring the best in men and 
equipment to attain accuracy and 
speed. 

Consequently Heidt felt that Fred 
Rasmussen, general superintendent, 
and Harry Yunker, plant engineer, 
would be found receptive to sug- 
gestions for improving production at 
a minimum cost. He had an in- 
terested 


audience, too, because 


Yunker had been thinking about 
changing the lighting over the color 
presses to give the night shift a 
closer approach to daylight. 

Heidt claimed fluorescents would 
do that job. Further these units 
would reduce power costs and heat 
generation. He wanted to prove his 
point, though, with an actual demon 
stration at a tough spot. That was 
fair enough with Yunker and _ the 
job was started. 


Heidt then contacted Gene Park 


f Frank Kelley, Inc., reflector 
manufacturers, for his advice. They 
looked over the lighting job to be 


Under Fluorescents—One of Jersey 
City Printing Company's presses 
on which Fortune, America’s class 
magazine, is printed. Sold to them 


by E. C. Heidt. 


done and installed one reflector 
natural fluo- 
rescents over the area where the 


printed sheets came off the four- 


using three-36 in. 


color offset press. This unit stayed 
in long enough to prove entirely suc- 
cessful—just what the 
hoped for. 


pressmen 


Then several more fluorescent fix- 
tures were installed over this same 


large press for general illumination. 


With the installation proving so suc- 
cessful, the threesome—Heidt, Yun- 
ker and Park—then tackled lighting 
problems at other tough spots in the 
plant. They went to the Art Depart 
ment where some improved method 
of lighting was sorely needed. There 
the artists work over “line-up” 
tables having ground glass tops, il- 
luminated from below. High watt 
age filtered incandescents had also 
been used for this illumination, but 
they generated heat and did not pro 
vide the exact light required. These 


were replaced by  fluorescents 
eight-36 in. natural tubes, with re 


flectors, for each table. 

Then the trio put fluorescents in 
the Transfer Department where off 
set plates are made. Next they went 
to the composing room, installing 


this lighting over the “stones” wher« 
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ages are made up before goin 


] 


ie press. This is a tedious job 


the | 
to tl 


and the compositors require high in 
tensity, shadowless lighting. Here 
also, the fluorescents were found to 
work out most satisfactorily. 

Today the New Jersey Printing 
Company has some 90 fluorescent 
reflectors in use. They vary in size 
according to the job to be done, but 
all use from one to three 36 in. 
lamps. Of these 98 per cent are 
natural color. 

Now Harry Yunker is a fluo 
rescent-booster. In fact so much so 
that recently he bought more than 
$500 worth of the equipment for the 
Pennland Printing Company, Phila- 
delphia, a subsidiary organization. 
Then, to check his own judgment, 
he kept careful records on lighting 
fluores 


osts, and they show that 


ents consume only about half as 
he previous light 
ino. while of course the val - 

IY, While OF COUuTse The Value OT 1m 


roved workmanship, reduced eve 


much energy as t 


strain, reduced spoilage and happier 
workmen can not be estimated 


\s far as Wholesaler E. C. Heidt 


Ss conce rned, he has secured son 
nice business and further strengt 

1 ‘ 1 1 
ened S WOSTTION \\ Wuabp 
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Regardless of the direction from which dem: 
may come in these days of increasing pro 
tion, it will still be the General Cable po 
to distribute wholesaler items via the chan 
to which General Cable has _ 
kept its course for all the 


years of its existence—through 


—— 


recognized wholesalers. 
General Cable is anxious to discuss your needs and extend full 
cooperation, Sales Ofhces loc ated at Atlanta, Boston, Buffalo, 


Chicago, Cincinnati, Cleveland, Dallas, Detroit, Los Angeles, 
Kansas City (Mo. ), New York, Philadel- 
phia, Pittsburgh, Rome(N.Y.), St.Louis, 


San Francisco, Seattle,Wasnington( D.C.) 


GENERAL CABL 
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DEAR EDITOR: 


About That Competition Complex 


As sales manager of a manufacturer, | meet with wholesalers and their 


salesmen frequently and | have found that | get much better sales results offer 


| have had a chance to explain my competitive sales philosophy as wrapped up 


in the answers to just 5 simple questions. 


| think if | were a wholesaler | would have my salesmen operate under a 


policy which includes the five point theme that | am enclosing for whatever 


use you may care to make of it. 


Question 1. Do You Feature 
PRICE? 

If you do, you are certainly put- 
ting the cart before the horse! 

here are so many dangers in sell- 
ing by price alone, that no wide- 
awake salesman can afford to take 
chances. 

The two most dangerous features 
of price selling are— 

1. The customer who buys from 
you on price alone knows no 
loyalty—he will move on to the next 
man who offers him a better price. 
2. Price selling unconsciously makes 
your man think of some chiseling 
competitor who may be willing to 
cut your price. 

There are dozens of other things 
to talk about that are vastly more 
constructive and decidedly more 
productive of good-will than just 
price 

Question 2. Are You AFRAID 


f Competition. 


lf you are trying to sell with a 


tear-complex, you had better do one 


vo things right now—Correct 
ur mental attitude, or quit and go 
or | 
\\ Ou a l lo wmvway 
} hp ‘ iny b ¢ 


Very truly yours, 


H. H. S., SALES MANAGER 


than you. Or is he? Of course, if 
he knows he’s a better man than 
you, it will help jis selling. If you 
know you're a better man than he, 
it will help your selling. 

The question is, which of you is 
afraid of the other? 


Question 3. Do You NAME 
Your Competitor? 


The only way to sell your line is 
to build your entire sales talk 
around your own company, as it 
affects the customer. Forget your 
competitor. Ignore your competitor ! 
Don’t even name your competitor ! 


Question 4. Can You SELL 


Against Competition? 


One type of salesman gets ner- 
vous prostration when he runs into 
a competitor. He folds up before 


he gets started. 


\nother type of 
man derives inspiration from his 
competitor; he pulls up his belt an 
other notch, and beats him in a 
straightaway selling job. 

The entire operation depends on 
our mental attitude toward you 
competitor. If he has you worried, 
’s your hard luck. If vou have him 


_~ ] Ma lea ] 11 ] 
» i Ls .) ITC IuCK, 













If you can only forget to worry 
about your competitor, and put all 
your effort into a bang-up selling 
job in your own behalf, you'll “go 
places”” faster, farther, and more 
profitably. 


Question 5. Why INVITE Your 
Competitor? 


Many salesmen increasingly ex- 
tend an out-and-out invitation to 
their competitors to come in and 
beat them at their own game. 

When you discuss competition 
with your customer; when you re- 
peatedly mention competitive prod- 
ucts; when you continually remind 
him of competitive prices; when 
you deliberately compare your 


quality with competition—you are 


slowly but surely sending your man 
into the outstretched arms of com- 
petition ! 

Why give your competitor such a 
break? Why not sell the customer 
all the time on you, yourself and 
your company? That’s the way to 
keep orders on your side of the 


fence ! 








This department invites whole- 
salers, manufacturers and salesmen 
to project new plans or ideas for 
more effective selling and more 
profitable operation. It welcomes 
also letters of comment or con- 
structive criticism of prevailing 
practices in the industry. Letters 
will be considered for publication 
only if written on business station- 
ery or if position and business con- 
nection of the writer are clearly 
stated. Address all communica- 
tions to THE EDITOR, Whole- 
saler’s Salesman, 330 West 42nd 
St., New York, N. Y. 
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CTIVITIES of 
Electric Supply Company in 
the Middle Atlantic District 
are in the capable hands of J. H. 
(Bud) Fisher. With headquarters 
at Philadelphia, his district stretches 
over a large area, includes branch 
houses at Wilmington, 
Washington, D. C.; Baltimore, 
Maryland; three in Virginia; and 
four in Pennsylvania. 


Westinghouse 
Ss 


Delaware : 


That is a broad and valuable ter 
ritory, necessitates especially watch 
ful management to ascertain that 
Westinghouse Supply does a job 
for its customers and suppliers, gets 
its full share of business at a profit. 
That, then, is Bud Fisher’s chore 
and—whether or not he is handling 
it well 
petitors. 


ask his customers and com 


seing practical and sound in his 
thinking, Fisher fully realizes that 
such a territory cannot be prop 
erly directed simply by sitting in an 
office reading reports and writing 
memos. So he spends much of his 
time on the road, contacting not 
only branch managers, but sales 
men and customers as well. Thus 
he gains first hand knowledge of 
trends and general thinking, and 
also handles considerable business 

These trips also enable Fisher to 
observe business possibilities — of 
each region, do intelligent planning 
for curtailing or expanding activi- 
ties as potential volume warrants. 
For instance after many trips and 
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J. H. FISHER of Philadelphia 


Engineer by schooling, salesman by experience, 


this background is plenty useful as manager 


extensive study he decided that the 
Williamsport, Penn 
sylvania, deserved more intensive 


area around 
coverage. Accordingly, early in Sep- 
branch 25,000 
square feet of warehouse space was 
opened there under the manage 
ment of P. R. Blackburn. 

It has been said often that nine 


tember a having 


times out of ten, men who have 
good jobs in this wholesaling busi 
ness, come up through the ranks, 
gaining experience at each step. So 
it is with Bud Fisher. Born in 
Dover, he attended the local schools 
and graduated from the University 
of Delaware as an electrical engi 
neer in 1911. A month later he 
joined Westinghouse at Pittsburgh 
as an apprentice. 

He remained in the apprentice 
course two years and Westinghouse 
decided that Fisher should be in 
sales work, rather than follow engi 
neering. So he was transferred to 
Philadelphia as a sales clerk, and 
the move proved that selling was 





his field. Soon he advanced to city 
sales, pushing everything from hand 
irons to meters. 

\ few years later radio, or wire 
less as it was then called, began to 
interest the electrical industry, espe 
cially Westinghouse. By 1921 it was 
apparent that this would develop 
into something big, so should be 
cultivated commercially. That year 
Fisher was transferred to H. C 
Roberts Electric Supply Company, 
Philadelphia, a subsidiary. His job 
was to form a radio department. 

Starting from scratch, with no 
previous experiences in radio sell 
ing to draw upon, Fisher organized 
his forces well and cornered a 
highly satisfactory share of the tet 
ritory s volume. His efforts and 
managerial ability were further rec 
ognized several vears later when he 
was promoted to general manager 
of the H. C. Roberts organization. 
Then when this company became 
Westinghouse Supply, his _ title 
changed to district manager. 


NEW PRODUCTS yor can Sell 








MULTI-BREAKER 


Circuit breaker for factory, home, farm, 
etc., in 15, 20, or 25 amp. capacities. 
Outside dimensions: 6!/g” high, 4” wide, 
27%,” deep. Indicating handle shows 
whether breaker is on, off, or tripped. 
Surface or flush mountings. Black enam- 
eled box with black or gray cover is 
standard. Aluminum finish available. 
Westinghouse Elec. & Mfg. Co., Dept. 
7-N-20, East Pittsburgh, Pa. 


BED LAMP-RADIO 





Lullaby Bed Lamp-Radio combines scien- 
tifically engineered reading lamp with 
5 tube a.c.-d.c. superhet radio which 
may be used separately or together. 
Radio has built-in “Air-Magnet" covers 
broadcast and 1712 ke. police channel. 
Mitchell Manufacturing Co., 1550 Day- 
ton St., Chicago, Ill. 
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INQUIRY SERVICE 


We are now giving key numbers 
on certain classifications of new 
products so that you need to send 
only one letter to obtain full par- 
ticulars regarding any number of 
new offerings. 

Just write down on your letter- 
head or business card the KEY 
NUMBERS of products that 
interest you and address New 
Products Editor, W holesaler’s 
Salesman, 330 W. 42nd St., New 
York, New York. 

You will receive the desired 
information PROMPTLY. 











BURGLAR ALARM CONTROL 


Electric eye burglar alarm control pro- 
vides practically invisible signal-red con- 
trol beam which may be projected over 
range up to 75 ft. Supplied in dust- 
proof, water-proof housing, has no sensi- 
tive parts. By use of mirror, light may 
be bent to encircle any special area. 
Photoswitch, Inc., 2! Chestnut St., Cam- 
bridge, Mass. 
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FLUORESCENT AUXILIARY 


Fluorescent lamp starter and current 
limiting device. Starter located in spe- 
cial socket attached to standard fluores- 
cent lamp holder by single screw, mak- 
ing it easily replaced. Available for 
one or two lamp operation. Heart of 
starter is glow switch, a small glass relay 
tube containing bimetallic switch and an 
easily ionized gas. Bryant Electric Co.., 
Bridgeport, Conn., and Westinghouse 
Elec. & Mfg. Co., Light. Div., Cleveland. 


STENOGRAPHER'S LAMP————-———— 


Lamp has stand for stenographer's note- 
book, tilted to any desired angle by 
simple ratchet adjustment, also has 
sliding line guide. Lamp furnished with 
stationary or swinging arm and in two 
different types of shades. Holds note- 
book at proper reading angle. Provides 
glareless light. Faries Mfg. Co., 1004 
E. Grand Ave., Decatur, Ill. 














LIGHTING UNIT 





| ee 














Heavy duty industrial lighting unit hav- 
ing steel housing above, heat, cold and 
impact resistant glass below. Dust tight 
and vapor proof. Glass and gasket se- 
cured in cast aluminum, hinged cover 
frame, locked to housing by six thumb- 
operated compression latches. Alzak re- 
flector (two types) is removable. For 
lamps from 750 to 1500-watts. Benja- 
min Electric Mfg. Co., Des Plaines, Ill. 


TEXTOLITE CUTOUTS 


























Line of Textolite enclosed fuse cutouts 
that will accommodate enclosed fuses 
rated | to 30 amperes, 250 volts. Super- 
sede four porcelain cutouts in maker's 
line. Light weight and high resistance 
to breakage. Black color. Clips firmly 
in place. No. 189666, single pole main 
line with barriers; No. 34367, double 
pole main line; No. 34372, triple pole 
main line; No. 296570, triple pole 
main line solid neutral. General Elec- 
tric Co. Appl. and Merch. Dept., 
Bridgeport, Conn. 





ANGLE ADAPTER 












Adjustable angle adapter for use with 
projector and reflector lamps. Lower 
half rotates 340 degrees. Flexible joint 
allows vertical adjustment up to 70 de- 
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grees from perpendicular. Can be in- 
serted in any medium base receptacle. 
Set screw holds joint in desired position. 
Catalogued as No. 4363. The Arrow- 
Hart & Hegeman Elec. Co., 103 Haw- 
thorn St., Hartford, Conn. 


MOTOR BASE 





Designed to maintain correct belt ten- 
sion automatically through the action of 
steel springs, the Ideal ‘Automatic’ 
Motor Base covers all types of drives— 
horizontal, vertical or overhead and op- 
erates with any type of load—pulsating, 
steady or reversing. Ideal Commutator 
Dresser Co., 1047 Park Ave., Syca- 


more, Ill. 






FLEXIBLE JUMPERS 





Flexible copper braid jumpers for carry- 
ing instantaneous currents up to 30,000 
amperes such as used in heavy welding 
equipment. Inner ends of copper fer- 
rules belled to prevent excessive stress 
concentration in strands as they leave 


ferrules. Curved or strand braid assem- - 


blies with ends compressed into solid 
mass in ferrules made for any ampere 
capacity desired. Burndy Engineering 
Co., 459 E. 133 St., New York, N. Y. 


RECEPTACLE AND PILOT 














No. 7855, for 3-wire systems under all 
conditions where third wire is required 
for ground connections or polarized cir- 
cuits, this one gang unit of 3-wire plug 
outlet and red jewel pilot light shows 
when current in outlet is being used. 
The Arrow Hart and Hegeman Electric 
Co., Hartford, Conn. 





SEARCHLIGHT 


t 





Designed for 1000 or 1500-watt spot or 
flood lamps, this unit gives about a 10- 
degree beam spread. Beam efficiency 
developed by Alzak-finished aluminum 
reflector and auxiliary reflector. Tilting 
support for latter, simplifies relamping. 
Four hand-operated clamps secure heat- 
resisting glass door, which is mounted 
on cast-aluminum ring. Equipped with 
6-foot, 2-conductor, No. 12 cable. Gen- 
eral Electric Co., Schenectady, N. Y. 






YARDLIGHTS 


A new type of approved junction box 
pole or wall mounting bracket distin- 
guishes yardlights which are available 
with weatherproof special process enam- 
eled or porcelain enameled shallow 
dome reflectors, porcelain enameled 
standard dome and angle reflectors, all 
of the shade holder type. The fitting is 
designed for conduit installations (with- 
out use of auxiliary fittings) or for serv- 
ice entrance cable with connector. .. . 
No. 109). 














FLUORESCENT REFLECTORS 





Designed to provide uniform illumina- 
tion vertically and horizontally on book 
shelves, stock bins, etc. Ends are wing 
tipped to allow maximum longitudinal 
spread, yet shield glare from bare lamps. 
Constructed of Alzak aluminum with re- 
inforcing ends. Available for 18” to 
48” fluorescents..... (No. 110). 












BEANERY 








Slow-baking electric beanery for use on 
a.c. or d.c. Built-in insulated crock, 50 
watt unit. Ivory enamel finish with 
black and red trim. Bakelite feet. Dimen- 
sions: 8" high, 7!/2" diameter. Lists at 
$1.98... . (No. 1015). 


ELECTRIC DRILLS 





Redesigned line of maker's !/2'' and 3" 
utility; ¥%", ve" and 4" heavy duty 
drills. These are shorter and lighter. 
Spindle offset reduced to minimum. 
Threaded chuck mounting, splined 
mounting for spindle gear, removable 
commutator covers... . (No. 1024). 


CIRCULATING HEATER 


Draws cool air from floor, heats it, then 
fan-forces it throughout room. Plugs 


into any a.c. outlet. Safe because 
Nichrome helical heating element and 
fan are protected. Heavy gauge metal 
case on rubber feet. Induction type 
motor. Carrying handle in back with air 
intake louvers 


SLEEVE CLAMP 





Clamp has four chambers for twisting 
single tube (oval) sleeves used for mak- 
ing joints on Copperweld conductors 
sizes 4A, 6A, 8A and 3 No. 12. Swing 
hatch holds head securely closed while 
joint is being twisted, thus preventing 
slippage or “burning” which might de- 
velop otherwise from bowing of handles 
when twisting larger sleeves. Catalogued 
as 132-48... . (No. 1014) 


FLUORESCENT UNIT 





—— 


"Packaged" fluorescent fixture made in 
two sizes. Incorporating one 55” tubu- 
lar lamp, the other has two 55” lamps. 
Both complete with lamp, reflector and 
power unit. According to maker, tubes 
have 5000 hour life. Reflector of rolled 
steel, eggshell white baked enamel finish. 
No. 1029). 


SIGN FITTING 





Serves as support and outlet for conduit 
leading to reflectors on filling station 
signs. Cross arm on which sign is hung 
serves as conduit for wires leading to 
fitting. Hole drilled in top of cross arm 
takes small centering hub in bottom of 
fitting. Conduit runs from fitting to light 
reflectors. Splicing completed inside fit- 
ting which has removable cover for pur- 
pose. Has two female hubs. Three sizes 
available. Catalogued as SF... . (No. 
1036). 





FOR FURTHER DETAILS ON ANY 
ITEM, WRITE THIS MAGAZINE 
—SIMPLY GIVE KEY NUMBER. 





ADJUSTABLE FLUORESCENT 


Can be adjusted in various positions. 
Suggested for sale to artists, architects, 
mechanics, etc. Black crackle and cad- 
mium finish. Wired complete with auxili- 
ary. For a.c. or d.c. Wired with 7-foot 
rubber cord and plug. Matt white in- 
terior reflector finish. .. . (No. 1033). 





STRIP HEATER 


Electric strip heater for use with maker's 
¥%, ton room cooler. Thermostatically 
controlled, 1500 watt unit. For 220 volt, 
a.c.; 230 volt, d.c. ... (No. 1017). 


PLUG 




















Designed to fit tightly and securely in 
receptacle. This accomplished by dou- 
ble-action spring finger. Blades made 
of bronze. Both flat and round types 
available. Made of rubber or Bakelite 
in several colors... . (No. 1021). 
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Now a 


FLUORESCENT 
) LIGHTING UNIT 





ANNOUNCING A NEW RLM SPECIFICATION 


FOR A 48 FLUORESCENT TWIN LAMP UNIT 


As a result of engineering studies and laboratory tests, carried 
on during the last few months, the RLM STANDARDS INSTITUTE 
announces the establishment of RLM Specifications for a 
new type of Fluorescent Lighting Unit especially designed for 
general illumination of Industrial and Commercial locations. 

This unit makes available a new type of lighting. With the 
conventional 10 foot spacing and mounting heights, 20 foot- 
candles of daylight quality illumination are evenly and uni- 
formly distributed over the working surfaces. Shadows are 
soft and luminous and there is no annoyance from glare or heat. 

Salient points of these new units made in accordance with 
the new RLM Specifications are: 


A. Porcelain Enamel Reflecting Surface for diffusion and dura- 
bility. Time has proven the durability, sustained efficiency 
and low maintenance cost of porcelain enamel. It is not 
affected by heat, cold or atmospheric conditions. It is 
easily cleaned. 

B. 78% Light Output Efficiency. The design of the reflector, 
spacing of the lamps and high efficiency of the porcelain 
enamel reflecting surface combine to produce an unusual 
high light output efficiency. 


The letters RLM stand 





for Reflector and Lighting Equipment Manufacturers 


C.717% Degree Cut-off. An RLM cut-off standard for over 20 
years and now generally accepted as good lighting practice. 
Insures adequate shielding of the light source to minimize 
glare. In addition the ends of the unit are closed to further 
protect the eye. 

« Uses two 48" Mazda Fluorescent Lamps. Approximately 100 
watts used by lamp and auxiliary. 

E. New Type Auxiliary Corrects Power Factor and Flicker. 
These auxiliaries are also equipped with removable and 
renewable starting switches located in the socket. 

F. Equipped with Auxiliaries Approved by the Underwriters’ 
Laboratories. All auxiliaries used in RLM units carry the 
approval of the Underwriters’ Laboratories. 

As with all RLM Lighting Units, the RLM Label affixed to a 

Fluorescent Lighting Unit is a warranty of conformance to 

RLM Specifications and is so attested to by the Electrical Test- 

ing Laboratories. This new RLMstandard Fluorescent Unit will 

be available from manufacturers of RLM Lighting Equipment 
after December 15, 1939. New Specifications have been pub- 
lished giving complete information about this new unit. Ask 
your supplier of RLM reflectors or write Institute for a copy. 





uring eas 


Sa a 





ISTANDAR 


= ~ ————-+ | 


mde By A 





aoe 


INCORPORATED 





20 N. WACKER DRIVE - 


THE CERTIFICATE OF 


ROOM 1130 - 










CHICAGO, ILL. 


UNIFORM QUALITY 























EXPLOSION-PROOF HOIST 








Hoist equipped with explosion-proof 
electrical equipment for hazardous loca- 
tions. Explosion-proof motor rated at 
30 minutes, 55 degrees. Explosion-proof 
reversing starter, together with upper 
and lower limit switch and push-button 
station. Rigid conduit wiring with ex- 
plosion-proof fittings. . . . (No. 1020). 





A CLOCK HANGER 











Molded of Bakelite in one-piece. Can 
be mounted directly to box with only 
two screws. Has standard plate design 
matching appearance of ''Uniline' Bake- 
lite wall plates. Available in brown or 
ivory colors. Brass hook finished to match 
outlet. . . . (No. 1034). 


FLUORESCENT FIXTURE 





Four basic units in line to accommodate 
all fluorescent tube sizes now available. 
Constructed to permit joining. Reflector 
bodies, carrying sockets and auxiliaries, 


WALL LAMP 


hinged from wiring channels so that, 
upon opening, all parts accessible. 
Available with Alzak aluminum or porce- 
lain enameled reflectors. Outside finish, 
aluminum bronze. . . . (No. 1026). 





FLOODLIGHTS 

















Floodlight for use with 750, 1000 or 1500 
watt lamps. Cover glass allowing easy 
access is swivelled at top of reflector 
and held by nickel-plated, copper-alloy 
ring. Three stainless steel clamps hold 
cover. Cast-aluminum hood __ insures 
weather tightness. Aluminum reflector 
is Alzak processed. Plain or diffuse lenses 
are available and both of high-transmis- 
sion, heat-resisting glass. Can be wired 
without handling reflector. . . . (No. 
1035). 
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Portable wall lamp with shade that can 
be raised or lowered (by counter- 
weighted silk rope) for proper reading 
light. Hangs on wall as picture. Ivory 
or bronze finishes. Six-inch plastic dif- 
fusing bowl. Shade of fabric over parch- 
ment with braid trim. . . . (No. 1023). 





FOR FURTHER DETAILS ON ANY 
ITEM, WRITE THIS MAGAZINE 
—SIMPLY GIVE KEY NUMBER. 












PORTABLE LAMP 














Nautical parchment shade, 834" in. 
diam., matches general design of lamp. 
Upright support is polished brass 
anchor-and-rope which rests on round 
polished brass base. Lamp is 123" high. 
Available with or without plastic reflec- 
tor.... (No. 1017). 





POWER PLUG 

























For use in all types of industrial equip- 
ment connecting to service lines by 
means of extension cord. Compact. 
Screw type coupling ring eliminates ac- 
cidental disconnections. Rubber gasket 
washer, backed by fibre, protects against 
dirt, moisture. Polarized and fully 
shielded. . . . (No. 1030). 









MAGNETIC SWITCH 



































Small size a.c. magnetic switch available 
for use with | hp., 110 volt and I'/ hp., 
220 volt, or polyphase motors up to 
1'/a hp., 110 volts, and 2 hp., 220-600 
volts. Made in 2, 3, and 4-pole forms. 
Available in general purpose, dust tight 
and water tight cases. ... (No. !0/8). 
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(Z,) Plugin Busduct with Shutl- 
brak Switch Plug-in in place 
















Shutlbrak Safety 
Type Enclosed Switches 


For heavy-duty industrial use — of 
high grade, rugged construction, em- 
bodying a new switching principle 
— the movement of a shuttle in a 
totally enclosed chamber. When the 
current is broken, the final arc is 
taken by specially constructed arc- 
ing tips on the reverse side of the 
clips from where the current is 
normally carried. 
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The Modern, Compact, Flexible, 
Efficient Method for Power 
Distribution 


& Plugin Busducts consist of standard 10-ft. sections, arranged 


with nine plugin outlets in cover, on 12” centers. For 2, 3 and 
4 wire feeder systems. 250 volts D.C., 575 volts A.C. maximum. 


Busducts are made of galvanized steel or aluminum, with proper 
support for attaching to either walls or ceilings. Flexibility of 
installation is provided by suitable elbows, tees, end boxes, 
intermediate feed-in or feed-out boxes—all adapted to fit 
required space or position. Future extensions may be readily 
made to existing installations. 


Bus bars are of copper —rigidly supported at 30-in. intervals 
with insulating blocks that assure proper spacing to meet 
requirements of the National Electrical Code. Contact surfaces 
of connecting bars are silver plated to prevent oxidation. 


Send for further information — let us show you how you can 
use & Plugin Busducts to most effectively arrange your dis- 
tribution system — economically, easily and according to the 
latest accepted practice ... Frank Adam Electric Company, 
St. Louis, Mo. 

























SALES AND SERVICE in the con- 
genial spirit well portrayed by Coun- 
termen Bob Pheneger, Ed Frey and 
Art Coyle of Colonial Electric Co., 
Philadel phia. 





APPLIANCE SALES 
(Continued from page 11) 


equally satisfactory, in 
spectacular increases. 

Many electrical manufacturers are 
reporting highly gratifying gains and 
some are stepping up production to 
predepression levels in order to meet 
current requirements. 

Appliance sales helped to push 
orders booked by General Electric Co. 
in the third quarter of 1939 nearly 
$20,000,000 or 31 per cent higher than 
they were in the same period of last 
year. Westinghouse, in the same 
period, scored a 59.5 per cent increase 
in net profits, and paid its 44,000 
employees 4 per cent added compensa- 
tion under its adjustment plan. 

Without supplying specific figures, 
other important companies are report- 
ing impressive gains, while Norge, 
willing to be specific, boasts a 26.5 per 
cent increase in total September sales 
over last year, its range department 
scoring a 124 per cent, oil burning 
space heaters an 88.9 per cent gain. 


some cases 


Dealers Are Happy 


That such large quantities of appli- 
ances are moving from factories to 
the wholesalers is considered ample 
evidence that new stocks are needed to 
replace those delivered to dealers. 

While no actual sales reports from 
dealers are available, a check-up by 
Wholesaler’s Salesman indicates that 
retail buying is really moving forward 
at a steadily increasing pace. 

Hot spots of appliance selling are the 
industrial centers where mounting de- 
mands on production are putting 
thousands of men back to work— 
August alone saw 428,000 men go back 
on industrial payrolls. 

Similarly, improvement in prices on 
farm products, plus the Government’s 
benefit payments are loosening farm- 
ers’ purse strings in rural areas. Fur- 
thermore, the recent energizing of 
R.E.A. extension is boosting appliance 
sales in numerous cities and towns. 
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R.E.A. CONSTRUCTION 


NEBRASKA 

















Emerson .... 174,387... .285.....55 
APPROVED NORTH CAROLINA 
Shallotte ..........119,737....190.....600 
NORTH DAKOTA 
(Announced October 24) tea ce 89,125.06. 134.....251 
. OHIO 
1 a + Mil pean Gallipolis 148,552....192.... .600 
ee ee PENNSYLVANIA 
ALABAMA | on Brookville 165,605... .208.... .656 
Union Springs $69,294 137 8 SOUTH DAKOTA 
ARKANSAS Alcester ... 63,770... ..99.....200 
Ozark 85,400 162.....346 TEXAS 
COLORADO Comanche 110,447... .218 400 
Trinidad 26,683 : VIRGINIA 
Paoli 59,037 101... 210 
FLORIDA Newcastle . 86,277 133 390 
L 
: WEST VIRGINIA 
n> Fav RIN... 000... Moorefield -15,709.....21......56 
GE A 
WISCONSIN 
preeneny 141,027... .296.....09 Ellsworth . AN4,SU1....179.....352 
ILLINOIS Baldwin _. 157, 155....254.....735 
Princeton . 277,252 373 758 WYOMING 
Steeleville 319,229 434 835 . 
Newton 160.412 215 537 Riverton ee 83,428 133 ° .280 
Carlinville 232,917 336 882 Pine Bluffs 169,041... 162 314 
M da. 144,327 ; | : 
em 204,714 309... . .636 7,133,300 10,712 25,061 
Greenville . 238,247 338.....849 
INDIANA 
Washington . 259,178 359... 1,050 R.E.A. ALLOTMENTS 
Portland 113,834 163.... .584 
Vincennes .... 411,174 587 1,645 (Announced October 7 and 18) 
Rockville . . 103,729 136.. 385 
Peru 211,443 318 940 Mem- 
IOWA , 
Davenport 219,864....299.....603 PO Amount Miles bers 
hri t 152,105 64 
amend reagen 154,584 251 497 Berryville ......... 372,000... .435... 1,334 
Greentield 110,712 183 343 COLORADO ‘aii a 
KANSAS ort Morgan .... , —_— 
Sterling 177,392... .285.....690 Greeley "|. .230,000....219.....608 
MICHIGAN GEORGIA 
Escanaba . 129,932 176 310 LaGrange . ....--69,000 88 318 
MINNESOTA Nahunta ........ . 196,000... .225.....775 
Glencoe 111,827 186 397 ILLINOIS 
Albert Lea 206,941 321 680 Waterloo ........ 179,000... .189.....459 
Halstad .. 159,883 299 550 Bloomington 205,000 203.....488 
MISSOURI Elizabeth ....... 30,000.....22 . 55 
Mexico . 110,109 223 357 IOWA 
Sedalia .. 270,061 391 880 Jefferson 384,000... .385.....981 
Chillicothe 297,681 480 883 St. Ansgar ........143,000 153.....390 
Lebanon 93,629 136 265 KENTUCKY 
Tipton 216,374. . . .339.... .701 Bowling Green ....151,000....150.....525 
MONTANA Elkton ; SS SS 
Lewistown 57,430 80 141 Cynthiana 103,500....113.....376 
ae FG Te Fe Bells ok cc vec ccccnsverdoceten 
> Sib tel at eet on Fe sacl a OO OLE LO AONE 
> SCA engpee tac a ae ists 
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3” OUR HEAD BUYER 
Se ASKED ME To SEE 
~ You — Hes WITH 





THE Vice PRESIDENT 


2S=> AT THE MOMENT 











LI I 





hg SSI 


SEE ra 





FES ne cee 
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WELL, « Like THAT / 
MY APPOINTMENT WAS 
WITH HIM 

















MAINE 










































Patten .. 127,000 108 381 
MICHIGAN 

Posen 112,000 10) 366 
MINNESOTA 

Jackson . 100,000... . 107 286 

Litchfield 118,000.....94 232 

St. James 91,000 97 219 

Fergus Falls 175,000... .163 4\l 
MISSISSIPPI 

Bay St. Louis 40,000. ,...41 136 
MISSOURI 

Fulton .. ... 15,000.....16 48 

Ste. Genevieve 48,500 52 219 

Rockport 37,000 40 95 
MONTANA 

Trout Creek 29,000 10 36 
NEBRASKA 

Tekamah 89,000.....98.....218 

West Point 87,000 102 210 
NORTH CAROLINA 

Farmville 69,000.... .68 337 

Forest City 216,000 253 882 
OHIO 

Coshocton 70,000 70 212 

Utica 259,000... .273 882 
OKLAHOMA 

Walters 106,000 120 408 

Collinsville 91,000 106 30! 

Binger 41,000 5! 119 

Hollis . . 124,000 150 422 
OREGON 

Corvallis 55,000 42 153 
TEXAS 

Bartlett 60,000 88 239 

Douglasville 92,000 122 347 

Mercedes 115,000 144 404 

Van Alstyne 94,000... .125 428 

Littlefield 120,000 158 335 

Muenster ..55,000.... .65 238 

Stephenville .. 93,000 122 327 

Hamilton ; 31,000 4\ 114 

Wellington 100,000 150 348 

Rotan 107,000 142 421 

Memphis 89,000 126 302 

Sinton . 84,000 Hh 289 

Austin 400,000 225... 1,500 

i See la 

Kaufman 125,500 166 495 

Seymour . 160,000... .290 646 

Livingston 223,000... .264 798 

Colorado City 145,000... .194 494 
VERMONT 

Eden Mills 43,000... ..35 120 
VIRGINIA 

Suffolk 220,000 239 7% 
WISCONSIN 

Lancaster 61,000 62 142 

lola 148,000 139 376 











$6,962,500 7,613 22,287 






Daniel Boone 
on Lighting 


A sound slide film for school chil- 
dren produced and distributed by the 
National Better Light Better Sight 
3ureau will fill a fifteen minute period, 
gives a picture of seeing conditions in 
Daniel Boone’s day as compared with 
the present. Some of the pictures are 
available in color. 











G. E. Immigrates 
to Fair 


NEW YORK—Nearly 30,000 G. E. 
employees and their families moved in 
on the New York World’s Fair on 
“General Electric Day”, establishing 
two all-time “firsts” as the largest 
industrial group to see the Fair com- 
ing from outside the metropolitan 
area and a first as the biggest meeting 
ever held of General Electric workers. 
Members of the group came from as 
far as Fort Wayne, Ind., and Erie, Pa. 











TAP MORE OUTLETS 
for Indicating Signals 


WITH 





| 
| 
| 
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Wholesalers who stress the fields of service for 
General Electric Neon Glow Lamps soon find 
that they’re tapping new outlets for indicating 
signals . . . building a new type of business with 
steady profit possibilities. Industrial plants ex- 
pand their use of pilots and indicators when 
they learn of the long life and negligible energy 





4 \%y Watt, 115 Volts—T4% Bulb 
costs which Glow Lamps can provide. Execu- Supplied with Candelabra 


Screw Base Only 
tives are quick to see the benefits of these 
attention-getting signals on heating units, 
conveyors and other equipment to assure 
extra economy or safety in operation. 
General Electric Glow Lamps are available 
in sizes and wattages covering applications as 
exit lights, as signal lamps marking location of 
fire extinguishers, valves, etc., and as built-in 
pilots on industrial equipment of all kinds. 
Even after the long service period for which 
they are rated, they do not “wink out” sud- 
denly and leave important circuits unprotected. 
Why not make the ‘‘Glow Lamp” story a 
part of your sales recommendations to indus- 
trial purchasers? For complete information 





write General Electric Co., Dept. 166-WS-K, 2 Watt, 115 Volts—S14 Bulb. 
z Finish—Clear, Sprayed 
Nela Park, Cleveland, Ohio. Red or Yellow 


GENERAL @ ELECTRIC 









Pp 


because they are 


















The leading utility companies and 
“industrials” use PENN-UNION fit- 
tings to make certain of dependable 
connections. 






They know that every Penn-Union 
fitting is carefully designed and 
manufactured ... thoroughly tested. 


































Standard and 
special types, 
for every need, 





All types; tub 
ing or cable, 
flat bat 








surfaces. 






Union line . 
trical connection . 

. . « including many 
NEW and IMPROVED 


fittings. 






Sold by 





Jobbers 


Write for catalog. 
PENN-UNION 


ELECTRIC CORPORATION 
ERIE, PA. 














You'll find it in the complete line 


UNION 


Conductor Fittings 


‘aukidawt: 


ependable 


These fittings are high conductivity 
copper alloy, with machined contact 


More than 6,200 items in the Penn- 
. . for every type of elec- 


Leading 





| 100 per cent 


| Murphy, 






“OUR POLICY,” says the sign over 
the counter of Electra Supply Co., 
Poughkeepsie, N. Y., is, “Wholesale 
Only.” And under it are four Electras 
to back it up. From the left, Ben 
Lang, Ben Reifler, Ed Manning and 
Fred Jackson. 





Activities of 
Gesco, Chicago 


The fast 
Chicago house 
the midst of 
range campaign, and at 


-stepping sales staff at the 
of G. E. Supply, are in 
Hotpoint’s “Cash In” 
the two-thirds 


mark, they had already sold more than 


of quota. 
To help assure 
quota-smashing, N. L. 
Meany have joined the organization. 
formerly of the General 
Electric Co., will specialize on radio 
sales in the 1 Meany, who hails 
from Hotpoint, will travel 
western Illinois, pushing 


future appliance 


city. 


inces, cleaners and radio. 


Show Lighting Ideas 


CHICAGO—At the meeting of 
Women’s Division of the 
Association October 17 
howed 
‘olor and interi 


the 
Electric 
pictures were 
ideas in lighting, 
yn from the 


"11 —- 
1lustrating 


rr decorati 


1939 New York World’s Fair Homes. | 


| Guest speaker at the tea was E. W. 
Commery, chairman of the special 
committee which de signed the light- 


ing of the homes. 


1 Saric We) 


ASHIN 
f 


Wyix 
("ya 


THE BOSS—J. Tomberg (second 
from left) of Tomberg Electric Sup- 
ply Co., Wilkes-Barre, Pa., lines up 
with three of the boys. At his right 
is Arthur Lauchs; at his left, Sheldon 
Jones and Fred Brown. 


Murphy and J. | 


north- | 
major appli- | 








REFLECTO-DUCT 


FLUORESCENT LIGHTING 


Copyright & Patent Pending 


A new and better reflector that is 
@ INEXPENSIVE 


@ HIGHLY EFFICIENT 
@ EASY TO INSTALL 
@ RICH IN APPEARANCE 


@ LISTED BY UNDERWRITERS 
LAB., INC. 









WHOLESALERS— 


Write for details on our 


proposition. 
There's profit in it for you! 





3225 Frankford Av. 
Philadelphia, Pa. 


REFLECTORS, INC. 



















360 FURMAN ST, 
CABLE ADDRESS 


SHIPPING ABROAD? 
We solve 


our 
Vnoblewms 









We handle overseas orders for 
American electrical wholesalers 
or electrical manufacturers. We 
pay cash in New York, carry 
the foreign accounts and as- 
sume the responsibility for con- 
sular and customs requirements. 
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INSULATED 
STAPLES 


S.H.COUCH COMPANY, inc. 
North Quincy, Mass. 






MI 
has 
Fat 
in 1 
me! 
hel 
play 












Free Installations 
In Chattanooga 


Range and water heater sales in 
vhattanooga territory should be 
greatly stimulated with the announce- 
ment last month of the Chattanooga 
Electric Power Board that it would 
pay installation costs on electric ranges 
ind water heaters put in on its lines. 
This offer is in effect until December 
31. The Board buys its electric cur- 
rent from TVA, and rates are plenty 
low enough to make electric cooking 
ind water heating economical. 












Tayerle With 
Fretz-Moon 


A. R. Tayerle has joined the Fretz- 
Moon Tube Co., Butler, Pa., as secre- 


was secretary to the vice president in 


Corp. D. J. Fox, who was vice presi- 
lent of Fretz-Moon, has resigned to 
become assistant treasurer of National 
Supply Co. 





Lappin Takes 
Farnsworth 


MILWAUKEE—Lappin Electric Co. 
has taken on the distribution of the 
Farnsworth radio and television lines 
in that territory. To show the equip- 
ment to its dealers, the distributor 
held a two-day open house in its dis- 
play room recently. 



















SALES HEAD in the eastern divi- 
sion for Fostoria is Fritz Uhlenhaut. 
He directs the sales staffs working 
from Boston, New York and Phila- 
del phia. 





tary and treasurer. 3efore taking 
ver this work with Fretz-Moon, he | 


charge of finance of Republic Steel 















There's 
No Closed 
SELLING 


SEASON 






























AUTOMATIC 
2 Wall Box. 
KITCHEN VENT FAN 




















Jobbers, have your dealers 
display this new — a 
quality-built Signal Wall Box |§ ~ 

Vent Veo—end watch Gem | SIGNAL ELECTRIC MFG. CO. 
move. This is an _ all-year- 
"round item. Profitable to 
= handle and stock. Display Offices in all principal cities 
eard and envelope stuffers 
furnished free. If you haven’t 
one of these fast selling fans 
on display, get one now. 












Menominee, Michigan 
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FLOGAR BOXES 
AND WIRING 
SPECIALTIES 





110 Non-Adjustable 
Watertight Floor Box 
y view showin 


e tacle 
recep aa body. 


to] how ta- 


fits tapered 
The 


Cut-aw4 
jit 
pered un! 
opening in top of a 
last word a oer anstallation 
implicity © 
and simp 






The Latrobe Line is 
complete forall resi- 
dential,commercial, 
and industrial re- 
uirements. In ad- 
ition, the entire 
line is designed 
with the idea of re- 
ducing Installation 
time...an impor- & 
B tant point to con- 
sider when select- 

ing floor boxes and 
fs wiring specialties. 























No. 330 "Latrobe" 
Tom Thumb Utility 
Outlet 


For use in wood installations 
and other locations that are 


FULLMAN MFG. CO. 


ture or mechan- 
LATROBE . PENNA. 















ical injury... . 










PORCELAIN PRODUCTS 


PORCELAIN 
UTLETS 


LAMP BASE LAMP BASE 

with Pull Keyless 
No. 8363 1%, No. 8383 st 
No. 8314 - - 4 No. 8364 4 No. 8384 


DUPLEX PENDENT COVER PENDENT COVER 
RECEPTACLE No. 8333 3% No. 692¢ 3% 
No. 8334 4 No. 6921 + 


OCTAGONAL 
OUTLET BOX 
No. 8313 tM, 


COVER BLANK COVER SWITCH 
for Surface Mounted No. 8323 3! BOX 
Devices No. 8324 a No. 8310 
No. 8343 j 
No. 8344 - - 


READY 
OUTLET BOX 
No. 8318 


DEEP READY 
OUTLET BOX 
No. 8318', 


DUPLEX 
RECEPTACLE 
COVER 
No. 8358 


TUMBLER SWITCH 
COVER 
No. 8378 


BLANK COVER 
No. 8328 


PENDENT COVER 
No. 8338 


ee 
Keyless 
No. 8388 





Cut Wiring Costs, 
Increase Your 
PROFITS 


Learn how contractors everywhere are cut- 
ting wiring costs through the use of Porce- 
lain Products’ Porcelain Outlets, how savings 
and profits are being effected through their 
use. Get the facts—then call to the atten- 
tion of your contractor customers the fact 
that they can make more profits on their 
next wiring job, while at the same time pro- 
viding their customers with a safer, more 
durable wiring installation. 


Write for Full Details 


PORCELAIN PRODUCTS, INC. 


FINDLAY, OHIO 
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Appliance Boom 
In Mississippi 


Thanks to a rate which will 
save customers $265,000 a year, plus 


slasl 


an intensive promotion program, the 
wholesalers and dealers in the terri- 
tory of the Mississippi Power & Light 
Co., are enjoying. materially increased 
appliance business. 

Customers in more than 300 towns 
throughout the now buy their 
electricity at these rates: 3}, 3, 2 and 
14 cents. Also they can heat water 
electrically at a one-cent rate. Right 
now utility representatives are out in 
the field talking electricity to the 45,- 
000 customers. Leads they dig up are 
turned over to retailers. 

To further help, the dealers are pro- 
vided with attractive, intelligent, sales- 
building promotion pieces to distribute 
to prospects. Last year dealers sold 
95 per cent of the appliance volume in 

this r are cutting into 
remaining 5 per cent. Present 
that sales are running 


state 


that area, 
that 


ret rt 
reports 


yea 


show 
} 4 + 
thead of quotas. 


Kelvinator Contest 


DETROIT —To further stimulate 
wholesalers’ salesmen, Kelvinator 
started a sales contest last month 


which w until December 2. 


Termed “Hit The Line,” it uses foot- 
ball terminology, with accomplishments 
yards 
ther than in doll: 

To equalize the c the coun- 
try has been divided into five “confer- 
i t les potentials 


ill run 


registered in and touchdowns 
urs 
yntest, 


ences,” according to 


Sales 
rather than geographically. The win- 
ning salesman of each conference gets 
a 1940 two-door Lafayette sedan, 
which is something to shoot for in 


Second prize in 
merchandise valued 
worth $100. 


‘ontest. 
vision 158 


, third prize is 





SERIOUS PLANNING 


and better sales. 


bigger 
Graybar’s General 
Merchandising Manager Dave O’Brien 


for 


(right) talks things over with Ed 
Scott, center, merchandising manager 
at Los Angeles, and “Cap” Capelli, 
who has the same position in the San 
Francisco district. 





Newman New Man On 
Underwriters 
Conference 


CHICAGO—A. E. man- 
ager of wiring material sales for Gen- 
Electric, has been appointed a 
member of Underwriters’ Laboratories’ 
Industry Advisory Conference for 
rubber-covered wire and cable. New- 
man succeeds W. E. Sprackling, vice 
president of Anaconda, who served 
many years. 


Newman, 


eal 
eral 


Cawthorne Now Agent 


DETROIT—T. S. 
past 16 years in the manufacturing 
and sales divisions of Weston Electri- 
cal Instrument Corp., has resigned to 
start a manufacturers’ agency here. 
He headquarters at 312 Boulevard 
Bldg., is selling several lines including 
those of the Weston Company. 


Cawthorne, for the 





f gmiyH 


J 
evecTRical 


contqacTeR —~ 


f 


f 


/ 





“I got tired of just showing pictures of him.” 
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MEN ON 
THE MOVE 


For the last ten years manager of 
the Western Electric Co. in Wiscon- 
sin, W. W. Steward will be supervisor 
of the states of North Dakota, South 
Dakota, Nebraska, Iowa and Minne- 
sota for the company. R. D. Sheen, 
formerly manager in Indianapolis, will 
succeed him. 


Moved from the Chicago office to 
post of head man in the Cutler-Ham- 
mer Indianapolis territory, is H. E. 
Ankeney. His varied experience with 
the company has given him a valuable 
background for his work. Harold H. 
Henson, _ Electrical Engineer has 
joined the Denver sales staff of the 
company. He will work in the Colo- 
rado territory. 


Advanced after three years with the 
shipping department Donald F. Clut- 
ter, of the Electric Supply Co., Des 


Moines, la., takes over the duties of 
territory salesman. 


Coming from the Incandescent 
Lamp Department at Nela Park, J. L. 
Booker will be lamp and lighting spec- 
ialist of the Nashville District of the 
General Electric Supply Corp. E. E. 
Rule replaces Clark Taliaferro as sup- 
ply salesman in G. E. Supply’s Knox- 
ville territory, Taliaferro having moved 

» GE’s Construction Material Depart- 
ment at Atlanta, and E. K. Stieglitz 
has thrown his lot with the sales force 

the Chattanooga territory. 


The Superior Sterling Company, of 
Bluefield, West Virginia, has moved 
B. W. Knox to a job covering the 
Church Valley territory, W. C. Pruitt 
takes his place as shipping clerk. John 
L. Hancock is busy these days devel- 
‘ping business in his new territory. 


Carl Jenke, Joe Drucker and Dick 
Golden have joined the sales staff of 
the Eastern Electrical Supply Com- 
any, Newark. Jenke and Drucker 
ome from many years’ association 
with the Wholesale Radio and Equip- 
ment Company. 


New men on the staff of Steiner 
Electric Company, Chicago are Walter 
Frank, appliance specialist and O. T. 
Reindl in charge of residential lighting 
sales who has had twenty years of 
‘xperience with Samson. 


Formerly affiliated with Turrell & 
senfield, Inc., Detroit manufacturers’ 
igents and representatives for McGill 
Manufacturing Co., Robert C. Purdy 
ias joined McGill’s sales staff with 
eadquarters in Cleveland. 
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© The line i let 
LIGHTING Salts 6 ean ee ae indoor or outdoor need 


® They're modern in every detail and have high lighting 
UNITS efficiency 


@ Permanent porcelain enamel finish makes them 


LEAD IN weather- and chip-proof 


@ Construction strong 


SALES @ Easily installed and quickly detachable for cleaning 
@ QUAD Units build business because they satisfy 


BECAUSE: ® res GUnb ttle to work for you today. 


32 S. PEORIA ST. 
CHICAGO, ILL. 


RLM STANDARD DOME LONG BEAM FLOODLIGHT 











PERFECTED PRODUCTS OF OVER FORTY 
YEARS OF ENGINEERING AND RESEARCH 


ARMORED AGAINST the ELEMENTS! 


Protected by a double thick coat of zinc, 
bonded securely to a strong steel body by the 
special Oliver Double Dip Hot Galvanizing 
Process, Oliver Pole Line 
Materials are provided with 
the greatest resistance to rust 
and weather deterioration,— 
an outstanding quality that 
has made Oliver a standard 
specification for many years. 


OLIVER IRON AND STEEL CORPORATION 
PITTSBURGH PENNA. 
































° 


OLIVER “arm MATERIALS 


APPROVED AND @MBACCEPTED SINCE 1894 


SELL 


OWDER-[ACKED 






















WHY? Ask any Whole- 
saler selling TRICO FUSES 


He will tell you it is the 
most profitable fuse to 
sell because once sold, 
all competition is elimi- 
nated. The renewal ele- 
ment is not inter-change- 
able with ordinary ‘** bare 
link ** types — therefore, 
he gets all the repeat 
business. 


His customers get far 
better service because 
the powder-packed ele- 
ment is custom-built and 
loaded with engineering 
values that promote 
safety, efficiency, proper 
time-lag and dependable 
service — all at NO EX- 
TRA COST! His profits 
are protected by the strict ‘THRU 
THE WHOLESALER” policy. 


Write for our attractive proposition. 


Trico Fuse Mfg. Co., Milwaukee; Wis 


TRICQ FUSES 


STOP WASTED KILOWATTS AND WASTEFUL SHUTDOWNS 








A Tremendous 


GOOD WILL BUILDER 


for your House in 1940.. 


| | 
| coMDUIT BENDING | 
L 


A Practical Gift 


| 


| matt =| Your Customers 

| | 

| cowmmts=: | and Prospects will 
. | Appreciate— 

ise PP 

Every important contractor, job foreman, 

chief electrician or master mechanic will 


prize the 


CONDUIT BENDING MANUAL 


Shows simply and understandably how to 
do a skillful power bending job. Saves 
time, wasted material and assures a fine 
looking pipe job. Prepared by veteran 
big-job workers. Handy pocket size. 

If you wish to hold the good will of 
important customers and prospects during 
1940 . here is a practical, inexpensive 
business builder. Easily imprinted by your 
local printers to carry your name. 


Single copies ... $1.50 each 
Five to 19 copies.... 1.25 each 
Twenty or more copies 1.00 each 


We pay postage on orders paid in advance 
and on all orders for 20 or more copies. 


Tear Out—Mail This Coupon Today 
—_— EEE err ee 

C B m Publications 

6555 Seventy-seventh Place 

Maspeth, New York 








Please send me . copies of the Conduit 

Bending Manual, at the price listed above. 

Name 

Address 
MER Ee 1 I ee TIER REIEI ES 
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Proctor Electric has named Alvin C. 
Leonard of Minneapolis, representa- 
tive in Minnesota, Iowa, and the Da- 


kotas. Mrs. Mary Chinnock and Miss 
Alice Price are newcomers to the 
demonstration staff. Mrs. Chinnock 


works in St. Louis, Miss Price in Los 
Angeles. 


General Electric has advanced 
Elwood Bachman of industrial sales, 
Salt Lake City, to engineer there. He 
succeeds Dr. H. T. Plumb, retired. 
G. P. Airhart, who was in the engi- 
neering department at Pittsburgh, 
goes to Baltimore as engineer. 


Thomas A. Farrell has affiliated 
with Kelvinator as eastern sales man- 
ager of the household division. 3e- 
fore going with Kelvinator he had a 
similar position with Frigidaire. 


The recent advancement of James 
A. Sterling, formerly advertising and 
promotion manager for Norge, 
to general mechandise manager, re- 
sulted in the promotion of George G. 
Whitney to advertising manager. He 
was assistant to Sterling for six years. 


sales 


for P. M. Bratten of 
Frigidaire puts him at head of all 
activities in the household sales divi- 
sion. For several years he managed 
the Fort Worth district. 


A promotion 


sales 


OBITUARIES 





Howard Lathrop Babcock 


Howard Lathrop Babcock, vice 
president and treasurer of the Easy 
Washing Machine Corp., died October 
15 in the Syracuse (N. Y.) Memorial 
Hospital after a brief illness. A life- 
long resident of Syracuse, Mr. Bab- 
cock had been associated with Easy 
for 20 years. Surviving are his wife 
and two brothers. 


Herman W. Hummel 


Herman W. Hummel, 61, a vice 
president of Shadbolt-Boyd Co., Mil- 
waukee wholesale hardware and elec- 
trical appliance firm, died October 5 
in a local hospital. Mr. Hummel had 
been associated with the firm for 
forty-five years and was active until 
he took ill in August. He is survived 
by his wife, two sons and two sisters. 


MEETINGS AHEAD 





American Management Association— 
Production Conference at the Palmer 
House, Chicago, November 15 and 16. 

















MORE FACTS 


ON PRODUCTS 





Armored Cable — Hazard Insulated 
Wire Works, Wilkes-Barre, Pa. Cata- 
log No. 189 is a 16 page booklet 
which calls attention to special con- 
venience features, gives installation 
instructions as well as giving details 
concerning the line. 


Care of Electric Tools—Black and 
Decker Mfg. Co., Towson Md. A 
twelve page booklet “The Proper Care 
and Maintenance of Portable Electric 
Tools” gives hints on care, mainte- 
nance and methods of operation, etc. 


Drop Forged Tools—Barcalo Manu- 
facturing Co., Buffalo, N. Y. Cata- 
log No. 26 shows the complete line of 
drop forged tools featuring in particu- 
lar wrench and plier items in demand 
by the automotive and _ hardware 
trades. 


Electric Clocks — Warren 
Company, Ashland, Mass. A 24 page 
booklet gives general display 
and advertising information as well as 
showing the company’s line of clocks. 


Telechron 


sales 


Electric Door Chimes—A. E. Ritten- 
house Company, Inc., Honeoye Falls, 
N. Y. A colorful broadside showing 
the company’s chimes. The line fea- 
tures plastic housings, engineering im- 
provements, new styles. 


Fluorescent Lighting Equipment — 
Samuel Frost, New York, N. Y. Cata- 
log No. 34, a 14 page booklet, shows 
fluorescent lighting equipment for in- 
dustrial, commercial and other use. 


Refrigeration Machines—Carrier Cor- 


poration, Syracuse, New York. Two 
carefully planned bulletins describe 
air cooled condensing and water 


cooled units of 4 and 3 hp. capacities. 
Each folder shows all parts that are 
used in assembly of the unit with de- 
scriptions, cross section drawings, di- 
mensional information. 


Shaded Pole Motors—Westinghouse 
Electric and Manufacturing Company, 
East Pittsburgh, Pa. Four page book- 
let No. F-8488 describes shaded pole 
and companion a.c. or d.c. series 
wound motors for unit heaters, fans, 
air conditioners, etc. 


Air Circuit Breakers—General Electric 


Co., Schenectady, N. Y. Catalogue 
GEA-1662C features the AL-2 line 
for office buildings, industrials and 
power stations. Specifications also 


included. 
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Single Phase Motors—Century Elec- 
tric Co., St. Louis, Mo. A twelve page 
catalog showing repulsion start induc- 
tion brush lifting single phase motors. 


Appliances—Landers, Frary & Clark, 
New Britain, Conn. Presenting the 
maker’s line of Universal appliances. 
Well illustrated and complete details 
are given on each product. Last two 
pages show displays available. 


Arc Welding—General Electric Co., 
Schenectady, N. Y. Catalogue GEA- 


ture of automatic arc welding equip- 
ment; cites the market; explains why 
arc welding is superior for certain 
jobs; gives details on equipment avail- 
able. 


Connectors—The Dante Electric Mfg. 
Co., Bantam, Conn. Catalogue covers 
solderless connectors and_ terminals 
and other devices in many standard 


forms for No. 8 to 2,000,000 CM. 


SCRULUGS 
ARE TIN- 
PLATED 








































Connectors—Burndy Engineering Co., 

459 E. 133rd St., New York. Cata- 
logue 41, superseding 33C, illustrates, 
describes, and prices line of copper 
and aluminum _ connectors. Page 
index on cover. 
































BURNDY 


ENGINEERING CO., INC. 
459 E. 133 Street, N. Y. C. 


be Se 

















Direct Lighting—Westinghouse Elec- 
tric & Mfg. Co., Cleveland. 
section 61-266 describes Sollite direct 


Can You Offer Your 





| lighting luminaires. Installation sug- 
° ° gestions included. 
Customers This Amazing 
Drill Performance? Electrical Specialties—Eagle Electric 
Mfg. Co., Brooklyn, N. Y., A 44- 
pe page catalogue showing some _ 1200 
Virginia Contractor* Drills 400 Holes | wiring devices and specialties. Line 


> a i" : of bed and desk lamps is featured. 
(%e" dia.) in Concrete in Two Days! 

(*Name on Request) | 
Fluorescent Lighting—The Edwin F. 
Guth Co., St. Louis. Catalogue 35 
gives details and prices of fluorescent 
lighting equipment for industrial, 
commercial, show case, wall case and 
stock-bin illumination. 


Here’s a real service for your customers: A 
new drill point that drills concrete, tile, 
brick, etc. 50%—75% faster and lasts up to 
50 times longer. Won’t shatter fragile work, 
operates quieter, eliminates slow, monoton- 
ous hand drilling. 

Carboloy drills are the most outstanding | 
drill development in the past decade. Con- 
tain a special 
metal harder 
than the hardest 
steel. Make any 
rotary portable 
drill perform 
better and cut 





Fluorescent Lighting—Wheeler Re- 
flector Co., Boston. Sulletin 60 con- 
tains 17 pages of illustrative and 
descriptive material on fluorescent re- 
flectors. Opening page briefly high- 
lights fluorescent lighting—what it 
is, what's. available. Bulletin 61 


















, features the ‘“Knit-Master”’, a _ unit 
faster. Nation- - . . : 
- 1 : especially designed for knit goods 
HARD CARBOLOV TIP ally advertised. industrv 
Write for folder. vi 
‘CARBOLOY COMPANY, INC. oo cain 
11138 EL @Mile St. =e ~——Deetrolt, Mich. Tools—Mathias Klein & Sons., 3200 
Belmont Ave., Chicago. Catalogue 39 
describes and illustrates line of tools 
A i © Y for electricians, linemen and mechan- 
ics. Two sizes available. One stand- 
MASONRY DRILLS ard size for buyer’s desk, other is 





pocket size so can be handily carried. 
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3042A gives the salesman a clear pic- | 


Catalogue | 
















SIGHT- 
SAVING 


Lamps for the 
Entire Office 


Illustrated is just one of the 
many models of this attract- 
ive and efficient lamp. It 
provides indirect room illu- 
mination, with restful, glare- 
less light thrown directly on 
the work, to lessen eye strain 
and fatigue—increase accu- 
racy and production. 


Styles to clamp on desk, 
stand on desk or floor, or at- 
tach directly to billing ma- 
chines or other office appli- 
ances. The line has strong 
sales appeal and wide appli- 
cation to office needs. 


Lamps for All Purposes 


For 59 years the Fairies Line 
has represented the best in 
portable lighting equipment. 
National advertising is regu- 


larly reaching executives 
whose decisions influence 
the purchase of lighting 
equipment. 


Get This Big Catalog 


Over 200 lamps—a complete 
line of brackets, fixtures and 
supplies. 
Ane ffec- 
tive help in 
selling 
more light- 
ing equip- 
ment. 


FARIES MFG. CO. 


S. Robert Schwartz Div. 
1006 E. Grand Ave. 
Decatur, Ill. 



















No. 2242 
Guardsman 
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No, {41 
Adjust. Bracket 


No. 41 
Bench Light 


No. 10-000 
Bench Light 


CY 


No. 27 
Parabola Shade 


Brass 
Flexible Arm 
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@- Your best “Source of Supply” for Ideas is 
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the advertising in Wholesaler’s Salesman! 


All salesmen have products to sell—and most of them can offer good 
service. But top-notchers can get the edge on competition by selling 
with IDEAS .. . ideas on display . . . on opening new markets . . . on new 





applications of products that bring production economies . . . there are any 


number of helpful ideas that will gain new customers and hold old ones. 


—Aud there is no better stimulus for creative thinking than the advertis- 
ing in “Wholesaler’s Salesman.” It tells about products—of better ways to sell, 
install, and profit from them. 





Have you looked over the ads in this issue? Try the quiz on the 
Opposite page and see how much you have retained. 


= 
YOU WILL REGULARLY FIND HELPFUL INFORMATION FROM THE 

Adam Electric Co., Frank Carboloy Co., Inc. Fullman Manufacturing Co. 
All-Steel-Equip Co. Chase-Shawmut Co. General Cable Corp. 
Alphaduct Products Co. Clifton Manufacturing Co. General Electric Co., Bridgepor 
American Automatic Elec. Sales Co. Colt's Patent Fire Arms Mfg. Co. General Electric Co., Nela Par 
American Blower Corp. Connecticut Telephone & Elec. Corp. General Electric Vapor Lamp © 

: Couch Co., Inc., S. H. : é 
Anaconda Wire & Cable Co. . Goodrich Electric Co. 

Crescent Insulated Wire & Cable Co. 

Arrow-Hart & Hegeman Elec. Co. Curtis Lighting, Inc. Greenlee Tool Co. 
Benjamin Electric Mfg. Co. Cuties Paine, wq Guth Co., Edwin F. D 
Boston Woven Hose & Rubber Co. Delco Appliance Corp. Hazard Insulated Wire Works 
Burndy Engineering Co. Diehl Manufacturing Co. Hubbard & Co. 


Bussmann Manufacturing Co. Fleur-O-Lier Manufacturers Hubbell, Inc., Harvey 











